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WHO'S PESSIMISTIC? 


Not us, say Admiral dealers and 
distributors, who reply to a factory 
questionnaire with happy talk about 
January business. see page 2 


HOTPOINT TRIES 
FLAT JOB PRICING 
ON SERVICE WORK 


And everybody's happy with the 
radical new system, say company 
officials. Happiest of all is the serv- 
iceman who can show customers a 
rate book to explain why he charged 
what he did. see page 3 


TOO MANY CITIZENS 
ON CITIZENS BAND? 


Some people think there are too 
many manufacturers trying to market 
these.new two-way radio sets—and 
the government has a hunch too 
many people are using the equip- 
ment in the wrong way. Even so, 
there’s still a possibility that you can 
make money. see page 2 


THE PLACE TO SELL 
A NEW KITCHEN 
IS IN THE STORE 


That’s the way Freije Electric does 
it and last year alone the firm sold 
50 custom kitchens in the Bingham- 
ton, N. Y., area. see page 14 


CAN YOU SPOT 
A PARTS-CHANGER? 


Don’t confuse this character with a 
serviceman. The latter can make 
both money and friends for you. But 
the parts-changer can cost you both 
money and friends. Here’s how to 
spot them. see page 18 





ALSO IN THIS ISSUE 


COLOR TV THIS WEEK 2 


o™~ | if a 7 ‘ C 
OLIVE GATE AYS 
wu! Le , J ' h ‘ 
KIT 1, DOCNIILICT as 
| / DRC) { * 
NEW FPROUUC rib 


Published weekly by McGraw-Hill Publishing Co., 871 
N. Franklin, Chicago, Ill. Second-class postage paid at 
Chicago, Ill. Subscription price $2 a year. Copyright 
1960 by McGraw-Hill Publishing Co., Inc. All rights 
reserved. 





NA 


tc 


‘DRYBACK’ APPLIANCE RUNS are the answer out West 
DECEMBEK 





AVERAGING SYSTEMS have worked in other states 


But an exclusive EM Week survey shows dealers have an- 


other solution. They say... 


“Let's Get Rid of 
‘UNFAIR’ 


Inventory Taxes” 


The personal property tax on inventories 
has led to a game of “now we have it, now 
we don’t” as appliance-TV retailers dump 
stocks, delay orders, loan, hide or ship out of 
state to avoid paying through the teeth for 
“ . making available a selection of mer- 
chandise for the convenience of the public.” 


The rules of the game vary according to the 
tax rules of each state. In Delaware, New 
York and Pennsylvania, for instance, the 
game’s over before it’s begun. There is no 
personal property tax. 

But it’s a different story in the other states. 
Here’s EM Week’s simplified breakdown of 
their inventory tax laws as of January, 1958. 

Fifteen states tax retailers’ stock by aver- 
aging them over the preceding year. They 
are: Alabama, Arkansas, Colorado, Connecti- 
cut, Florida, Iowa, Kansas, Louisiana, Maine, 
Maryland, North Dakota, Ohio, Oklahoma, 
South Carolina and Wyoming. 

Three other states use the averaging sys- 
tem, but they have special rules. Oregon and 
Washington call for averaging the preceding 


year’s inventories only when inventory on 
assessment date isn’t representative. 
Tennessee taxes merchants’ property by 
assessing the average actual value of the 
capital employed in the business. 
The rest of the states have a single date 
for taking inventory. 


Once inventory is taken—either on a single 
date or over a period of time—a state or local 
official assesses the stock, puts a value on it. 
Most state statutes call for him to place a 
“fair” or “true” or “actual cash’ value on 
the goods. In practice, though, assessments 
run from 20 to 95% of that value. 


The assessed value is the base to Which tax 
rates are applied. And here’s where difference 
among states really come out. For most of 
them, the lawful rate is the aggregate of all 
tax rates made by property tax-levying bodies 
within which the property is situated. That 
could be any combination of state, county and 
city rates. So the end amounts vary widely. 

Continued on page 8 








2 


BUSINESS 
BRIEFS 


@ Philco Corp. last week reduced 
prices on 21 of its transistors. Larg- 
est single unit cut was for one 
model (S5MADT, 2N502A) whose 
price was chopped 52%—from 
$13.80 to $6.60. The price reduc- 
tion follows Philco’s cuts made in 
September on germanium medium 
power medium frequency transis- 
tors. Transistor families affected by 
the latest change are micro alloy, 
micro alloy diffused base, silicon 
surface alloy and silicon surface 
alloy diffused base. 


@ Emerson Radio and Phonograph 
Corp. jumped into the _ battery- 
operated, portable television mar- 
ket with the announcement that it 
will begin production in April of a 
transistorized set which will retail 
for about $250. The set will feature 
a 10-inch direct view picture tube 
and will weigh 28 pounds. 


e “Break the gas habit in the elec- 
trifying 60’s,”’ John J. Anderson, 
manager of the Westinghouse major 
appliance division, last week urged 
more than 5,000 leaders of the Na- 
tional Rural Electrical Cooperative 
Assn. Some of the figures he point- 
ed out: 44% of the homes on rural 
electrification lines use gas _ for 
cooking, 20% for heating water, 
nearly 31% for heating homes. 


@ Who has the oldest Maytag 
washer in Canada? The Maytag Co. 
Ltd. wants to know. When the 
company finds the antique, it will 
display it in the Maytag exhibit at 
next fall’s Canadian National Ex- 
hibition. What will the machine’s 
owner get in exchange? A new 
automatic. 





THIS WEEK'S 
COLOR TV 


MONDAY (AIl Times E.S.T.) 
6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday) 
11 A.M. (NBC) The Price Is 
Right (Monday-Friday) 
12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 
10 P.M. (NBC) “Paris a la 
Mode” with latest fashions 


TUESDAY 
8:30 P.M. (NBC) Ford Startime 
9:30 P.M. (NBC) Arthur Mur- 
ray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is 
Right 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tennessee Er- 
nie Ford Show 


FRIDAY 
8:30 P.M. (NBC) Art Carney 
9:30 P.M. (NBC) Masquerade 
Party 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Peddy 
7:30 P.M. (NBC) Bonanza 
9:30 P.M. (NBC) Eisenhower’s 
South American Tour 


SUNDAY 
8 P.M. (NBC) “Turn the Key 
Deftly” starring Julie Harris 
9 P.M. (NBC) Chevy Show with 


Roy Rogers, Dale Evans 





Since FCC opened Citizens 
Radio Band, applications have 
been flowing in at the rate of 


8,000 per month 


And today the market in such 
widely scattered metropolitan areas 
as New York, Chicago, New Or- 
leans and Los Angeles may be sat- 
urated. 

With only 23 channels available 
on the class D band, the hundreds 
of city set owners have been clog- 
ging the airways, creating radio’s 
equivalent of the traffic jam. The 
effect has been to discourage. oper- 
ators and choke off sales. 

But away from the population 
centers, there still may be an op- 
portunity for dealers to cash in. 


Mastering the Citizens Band is 
simple. Essentially, the transceiver 
now being turned out by approxi- 
mately 82 companies, works like a 
big party line. (It’s every man-for- 
himself communications—you have 
to wait until your neighbor is off the 
“party line” betore you can send.) 

As first offered by the FCC, the 
Band was opened for virtually un- 
limited technical knowledge. All 
anyone had to do to get on the air 
was to fill out the application and 
buy the equipment. No radio oper- 
ator’s test was necessary. 

Prices range from $50 to $150 for 
transceivers which operate on a 
maximum of a five-watt input and 
on any or all of the 23 channels 
available on the band. (The number 
of channels depends on the num- 
ber of crystals in the set. Today, 
sets are being made with all 23 
channels.) Under favorable condi- 
tions, the sets could operate in about 
a 20-mile radius. 

But for all its simplicity, the 
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The Citizens Radio Band: 
Party Line for Profits? 


Citizens Band has run into compli- 
cations. The FCC is cracking down. 
After monitoring channels, the com- 
mission discovered improper oper- 
ation and other technical problems. 

As a result the FCC has adapted 
rules, effective March 15, that an 
operator must have a reason to 
communicate on the Citizens Band. 
The reason can be business or per- 
sonal, but an operator can no longer 
just “call.” 

And many now using the chan- 
nels for business have become dis- 
gusted by the congestion and are 
moving over to business channels. 


Where does this leave the dealer? 
Although the Citizens Band has 
reached a plateau, there may be 
room for sales in the less populated 
areas. Sportsmen, interested, for ex- 
ample, in some sort of boat-to- 
shore. communication, have given 
the transceivers some attention. 

Although the FCC is discouraging 
applications from hobbyists and 
won’t issue a license unless the ap- 
plicant has a purposeful reason for 
wanting it, the commission does not 
anticipate any difficulty in filling 
legitimate requests. But it is run- 
ning 44 days behind in handling 
requests. 

And alarmed manufacturers 
are taking steps to straighten out 
the confusion. Some manufacturers 
would like to see the channels 
broken into categories such as com- 
mercial, marine, non-commercial 
and maybe hamming. One industry 
observer said: “The trend is defi- 
nitely to control.” 

Among the companies manufac- 
turing the transceivers are RCA; 
the Heath Co., Benton Harbor, 
Mich.; Karr Engineering Corp., 
Palo Alto, Calif.; and E. F. Johnson 
Co. of Waseca, Minn. 








‘Here’s How White Water Softener Works’ 


DOING THE EXPLAINING are W. Burroughs, center, and A. Mitchell, right, 


of White. Listening is E. T. McCormack, president of the American Stock Ex- 


change, whose hall in New York is the site of this Lamb Industries exhibit. 








How Did You 
Do in January? 


“Wonderful,” was the answer 
Admiral got when it asked its 
distributors to ask dealers that 
question 


It began a couple of weeks ago 
when Admiral Sales Corp. presi- 
dent, Carl E. Lantz—fed up with 
the number of “gloom-and-doom” 
stories which pervaded the appli- 
ance industry last month—fired off 
telegrams to his 82 distributors. 

“How did your dealers do in Jan- 
uary?” he asked. 


All 82 distributors replied and their 
“answers covered about 50 Admiral 
dealers throughout the country. In 
a nutshell, this is what they told 
Lantz. 

If business had been poor in Jan- 
uary, it hadn’t been apparent to the 
dealers covered in the reports. Most 
of them had chalked up some pretty 
hefty sales gains and none were un- 
happy. 

In report after report, Lantz 
found January purchases of Ad- 
miral products were up over the 
same month a year ago and so were 
sales. 


Judging by the answers, those 
“gloom-and-doom” stories could be 
put back in mothballs. In the case 
of Admiral dealers, at least, there 
just wasn’t a single bit of truth to 
them. 

Here, for example, are some of 
the things specific dealers had to 
say about their purchases of Ad- 
miral products: 

Everything Electrical, Derby, 
Conn., said January purchases were 
equal to more than 35% of its en- 
tire 1959 dollar volume. 

Swallen’s, of Cincinnati, boosted 
January purchases 218% over Jan- 
uary, 1959, and Beatty’s Electric, 
Middletown, Ohio, increased its 
purchases 1,104% during the same 
period. 

A typical big-city dealer, Joe 
Franecki, Milwaukee, reported his 
January TV purchases were 189% 
over January, 1959, and his appli- 
ance purchases were up 210% for 
the same period. 

And the Lewis Bear Co., Inc., 
Pensacola, an Admiral distributor, 
listed 15 of its dealers whose Janu- 
ary purchases were at least 20% 
over the same month a year ago. 


January sales figures, compared 
with January, 1959, were just as 
encouraging. Most of the Admiral 
dealers plainly had a good month. 
Again, here are some specific ex- 


amples: 

Hub Furniture, Brookhaven, 
Mass., up 50%. 

Wells Furniture Co., Jackson, 


Miss., up 82%. 

From Jack Carlson, Carlson’s TV, 
Detroit, “January this year we were 
ahead 35% of January a year ago.” 

From Bernard Hill, Grand Blanc 
Appliance, Grand Blanc, Mich., 
“January this year proved to be 
40% better in dollar volume than 
January a year ago.” 


Those are just some samples. But 
all 500 Admiral dealers who re- 
ported told much the same story. 
For some, January was wonderful. 
For most, it was great. And for all, 
it was pretty good. 
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Hotpoint: Pricing “By the Book’ 


All company servicemen are now carrying a manual which lists 
prices on all jobs—replace, repair, adjust. Result: Authoritative 


advance price quotations 


By-the-job pricing and flat-rate 
house calls cut service cost com- 
plaints 50%, says Hotpoint. 

And the change makes more 
money, too, according to W. G. Mc- 
Neal, national product service man- 
ager, who planned Hotpoint’s com- 
ponent pricing system for service. 

Every Hotpoint serviceman in 47 
districts is now packing a little red 
book on the job. It’s called the 
“Component Labor Pricing Man- 
ual,” and it and a parts price list 
are the two volumes in the Hot- 
point service bible. 


The manual lists a price for any or 
all operations a serviceman can per- 
form on or with every part of every 
Hotpoint appliance, and lists them 
in three categories: replace, repair, 
or adjust. Books are numbered, they 
bear the serviceman’s name, that of 
his manager, and of his organiza- 
tion. And they carry a message to 
the customer explaining just what 
the Hotpoint job pricing system is. 

Thus, every Hotpoint serviceman 
can quote on a job with the same 
authority as a factory-authorized 
automobile shop can on its auto 
repairs. And he can do it in advance. 


Hotpoint now has a flat rate house 
call charge, which gets the man 
there, and allows him to make a 
diagnosis. In Chicago, the call charge 
is $4.50, compared to a $9 minimum 
before the switch. 

It is intended that once in the 
house, the serviceman can find out 
what is wrong, and tell the custo- 
mer immediately, by showing her 
the book, what it will cost. At this 
point, she can back out if she wants. 
In those cases where there are sev- 
eral jobs on the same machine, the 
servicer calls his dispatcher who 
will give him a price for the total. 
This policy eliminates the too-high 
charges on those jobs which are 
easy once the repairman is already 
in the machine. 

Hotpoint makes the point strong- 
ly, both in its announcement, and 
in the manual itself, that the cus- 
tomer pays just once—no matter 
how many times the serviceman has 
to go back. If the repair is the re- 
placement of a part that isn’t on 
the truck, the return trip doesn’t 
eat up hourly charges at the cus- 
tomer’s expense. Nor is there a re- 
peated call charge. 

“This system is not designed to 
cut charges,’ says Hotpoint’s Mc- 


Neal. “It is designed to provide 
equity and value to the customer.” 
“Equity” to McNeal means that 
everybody pays the same money 
for the same job; “value” means 
they get speed, competence and a 
good job “because the man can take 
the time.” 


Hotpoint took seven months to de- 
velop the program. Basically, it is a 
time-study, made in the factory 
shop and checked against the rec- 
ords of two Hotpoint districts. Each 
operation has an assigned time, and 
the price for the labor to the cus- 
tomer is determined by the local 
wage rates, plus the service depart- 
ment’s overhead charge per hour 

Dealers can have the_ books, 
though Hotpoint hastens to point 
out that it will not furnish prices 
to dealers. It will furnish blank 
books and tell dealers the time in- 
volved in each job. The dealer can 
then set his own prices, depending 
on his own costs and markup. And 
of course, the same goes for Hot- 
point’s independent distributors. 

“We'd like to see a lot of dealers 
take this idea and run with it,” says 
McNeal, “and of course, plenty of 
them already use such systems. We 
think that it will, all by itself, elim- 
inate a lot of customer dissatisfac- 
tion, and at the same time, help 
guide the dealer to actual profits in 
service.’’ McNeal feels that in many 
cases, perhaps the majority, dealers 
don’t know their real costs, and 
therefore are charging for service 
unrealistically. 


How’s the program going over? 
Well, according to McNeal, the 47 
district service managers like it, be- 
cause it streamlines the job; the 
customers must like it, for they are 
calling in with just half as many 
cost complaints. 

“And most of all,” McNeal says 
soberly, ‘‘the servicemen themselves 
like the program. They get no 
abuse on the job because they have 
a book. And they can show the book 
to the customer. Thus, they get out 
from under the burden of explain- 
ing the costs and they’re wizards 
in advance how much she will have 
to pay.” Other things the men like 
are: Time to do the job, no worry 
about call-back charges, and the 
feeling they are treating every cus- 
tomer alike. In a word, they can 
“go by the book.” 





Laundry Factory Sales Drop Off 10% in January 


And shipments last month were 
8% below December, 1959. Total 
factory sales for the month: 380,132 
units. 


Here’s the breakdown product by 
product. 

Combination washer-dryers—13,- 
964 units, down 3% from December, 
1959, and down 17% from January, 
1959. 

Automatic and 
washers—202,943 


semi-automatic 
units, down 6% 


fiom December, 1959, and down 9% 
from 


January, 1959. 





Wringer and all other washers— 
51,622 units, an increase of 6% from 
December, 1959, and down 20% 
from January, 1959. 

Electric dryers—74,177 units, 
down 14% from December, 1959, 
and down 6% from January, 1959. 

Gas dryers—37,426 units, down 
22% from December, 1959, and 
down 6% from January, 1959. 


The figures were obtained last week 
from the American Home Laundry 
Manufacturers Assn., the authority 
in the field. 
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ADVANCE QUOTES are a matter of addition—labor charge plus parts. 


MANUAL IS CODED to make shop bookkeeping easier. 








Arabs Big on Credit Buying; 


Call It ‘Cheek to 


“Lebanon’s economy is based on 
the promissory note,” Faruq Abbas- 
si, general manager of the new fi- 
nance house, told McGraw-Hill 
World News. “More and more goods 
are being bought on installment.” 

But there have been no finance 
companies, he explained. The prac- 
tice has been for dealers to sell on 
promissory notes. 

Now, Lombank (Lebanon) S.A.L., 
a joint British-Lebanese venture, 
has announced it will finance credit 
transactions—for individuals’ as 
well as dealers. 


“It’ll provide more float,” said Ab- 
bassi about Lombank’s transactions. 
“And help expand Lebanon’s retail 
trade.” 


Communism’ 


He didn’t think installment buy- 
ing would further encourage Leba- 
non’s inflationary trend, though. 
“By buying a car and home appli- 
ances, the free-spending Lebanese 
will really be saving,’’ Abbassi tried 
to explain. 


Another advantage, according to 
Abbassi: Installment buying could 
be a check to the spread of com- 
munism throughout the Middle East 
countries. 


Lombank will open its doors around 
March 15. Abbassi expected the bulk 
of the transactions to be in the auto- 
mobile business, followed 
by “small units’”—home appliances, 
radio, TV and so forth. 


closely 











Faster Cleaning of Parts in Repair Shops 


THAT’S THE AIM of this new degreasing booth, now available from DeVilbiss 
Co., Toledo. It fits in a 3x3-ft. space and an exhaust system carries off fumes 
caused by solvent forced over dirty machinery by a high pressure jet spray 
cleaning gun. Much of solvent can be recovered. Simplicity and economy are key 
selling points for the new degreasing booth. 





WORLD NEWS 


e@ The East German government is out to get a bigger slice of 
electrical appliance export pie. 


e A small appliance company in Havana runs afoul of the Cuban 
government. Reason? Markups too high. 


e@ West Germany fell down on disc production last year. But it 
was a different story with phonographs and recorders. 


AMSTERDAM (McGraw-Hill World 
News)—A Dutch research labora- 
tory has come up with a new resin 
for stove enamels. The resin will be 
especially good for washing ma- 
chine enamels because of its alkali 
resistance; according to the Kunst- 
harsfabriek Synthese, Katwijk a/ 
Zee, which developed it. 


BERLIN—The East German gov- 
ernment has reorganized large parts 
of its export setup—notably in 
radio, TV, electrical heaters, ac- 
cumulators, batteries, bulbs and all 
equipment and parts for the corn- 
munication industries. According to 
a source behind the Iron Curtain, 
those products were chosen because 
the German communist satellite 
hopes to sell them more profitably 
to the Western countries. 


BONN—West German record pro- 
duction seems to have passed its 
peak: 1959 output slumped by 7° 
to 53.3 million records, compared 
to 57.2 million in 1958. But phono- 
graphs showed a gain. Output in- 
creased to 814,000 units, compared 
to 784,000 in 1958. Best results 
came in tape recorder production, 


0 





which went up to 651,000 units. 
compared to 513,000 the year be- 
fore. 


HAVANA—tThe Cuban government 
went after a small electric appli- 
ance company in this city on the 
charge that it was collecting ex- 
orbitant prices for its merchandise. 
Commerce Minister Rau Cepero 
Bonilla applied a “protection of the 
consumer” law for the first time 
when he ordered intervention (tem- 
porary administration) of the Gil- 
bert Television Service. The specific 
charge: The store sold 10 refrigera- 
tors, bought at other appliance out- 
lets, at a markup of $150 each, thus 
violating a commerce ministry 
resolution which establishes ceiling 
prices for electric appliances. 


MEXICO CITY—Robertshaw-Ful- 
ton Mexicana is opening a plant 
for assembly and manufacturer of 
automatic precision control devices 
for the gas and appliance industry 
in Mexico. Production is expected 
to begin by late March. The parent 
company also has new plants under 
construction in Turin, Italy, and 
Sao Paulo, Brazil. 








ELECTRICAL MERCHANDISING WEEK 





How to Inject Some Life 
Into a Problem Division 


elec- 
with 


Westinghouse’s home 
tronics people did _ it 
magic—marketing magic 


The company has never made any 
bones about the fact that it had 
trouble turning out a radio-TV line. 
But it thinks it’s licked the problem. 

Reputation and heritage were the 
starting points. “But reputation and 
heritage alone are not enough,” 
Chuck Urban, marketing manager 
of the company’s radio-TV division 
told a Sales Executives Club con- 
ference in New York. 


The magic ingredient turned out to 
be a simple marketing philosophy— 
a philosophy of product lines. And 
every move and plan that came out 
of the home electronics division’s 
marketing department was built on 
that philosophy. 

“We had to hit first where the 
competition was the weakest and 
where future growth seemed the 
most likely,” Urban outlined. Where 
was that? The cabinet. 

Mrs. John Q. Public wanted a 
TV, hi-fi or radio that would be a 
piece of furniture she could be 
proud of. One that would fit rather 
than fight her decorating scheme, 
he pointed out. 

So Westinghouse decided to give 
her what she wanted: Quality in 
furniture as well as in electronics. 
For instance, in TV, Westinghouse 
did away with the simple vertical 
price line. Instead, it set up four 
styling categories—contemporary, 
traditional, provincial, Early Amer- 
ican—with stepups in each one. 


The next move was to sell this 
product image to the trade with two 
approaches. First, the personal 
touch. Westinghouse set up distribu- 
tor advisory groups. And it brought 
bunches of dealers and distributors 
to Metuchen, N. J. “Let’s face it,” 
Urban said. “It was purely psycho- 
logical.” 


Trade advertising was the second 
approach. “All quality,” Urban ex- 
plained, “to sell quality.” 

But when Westinghouse tried to 
extend that quality angle to dealer 
co-op ads, it ran up a stump. “Deal- 
er ad mats had stagnated,” accord- 
ing to Urban. “We wanted to avoid 


the ‘greatest value of the week’ 
tone.” 

Two campaigns—one for depart- 
ment stores-and one for local mer- 
chants—emerged and were accepted. 
“Dealer and distributor structures 
will do just about what we tell them 
(in advertising) because it’s too 
hard to change,” Urban commented 
at this point. 


“One medium remained,’ Urban 
went on with his outline. It was 
network TV. Westinghouse has 
sponsored “Studio One” and ‘“Desi- 
lu Playhouse” for a number of 
years. But it changed its ad format 
and added some new faces. The 
angle: Still the new product image 
—quality furniture and electronics. 


Service was the last step. Talking 
about independent servicemen, Ur- 
ban said: “One of these guys walks 
in a customer’s house. Looks at the 
set. Shakes his head, ‘Tch. Tch. So 
you bought one of those.’ And you’re 
dead.” 

Westinghouse wooed these all- 
powerful critics the same way it 
had dealers: Trips to Metuchen; 
trade advertising; always singing 
the quality song. 


How well did it work? Last year’s 
sales won’t tell the story, Urban 
said. The strike cut into production 
and fouled the figures. 

But there are other ways to eval- 
uate the strategy. For instance, 
dealer reaction. “There are a lot of 
new faces knocking at our door 
with money in their hands.” 

Another way: Let the consumers 
speak for themselves. Westinghouse 
enclosed consumer evaluation forms 
with home entertainment products. 
A good percentage, 40.6%, re- 
turned them, a number with “un- 
solicited praise,” Urban grinned. 

A third way: “Look at the com- 
petition.” Urban thinks Westing- 
house gets its most flattering praise 
from competitors who have picked 
up its quality angle. 


What about the future? Will West- 
inghouse stick with its goose and 
while away the future counting 
golden eggs? For about a year, 
Urban said. Then it will come up 
with something else. “We'll have 
to,” he grinned. “Or we’re dead.” 





Philadelphia Story: Live Wires 


Delegates to the 16th annual 
National Wiring Sales Conference 
chugged out of Philadelphia last 
weekend loaded down with new 
ideas, a few old ones recast and 
some prizes. 

Active delegates profitably plowed 
through two days of luncheons, re- 
ceptions, clinics and forums, pick- 
ing up ideas on bettering wiring 
promotions and merchandising 
schemes. 

On opening day, after Mayor 
Richardson Dilworth welcomed the 
delegates, “Look”? magazine handed 
out its annual wiring awards to 
honor industry members who had 
launched successful programs pro- 
moting adequate residential wiring. 

And for the first time there was 
a tie for the first place trophy in 


the large utility company category. 
The dual winners: Niagara Mohawk 
Power Co. of Syracuse, N. Y., Vir- 
ginia Electric and Power Co. 
Other winners: Dayton Power and 
Light Co.; North Central Electrical 
League of Minneapolis; R. C. Elec- 
tric, Milwaukee; Noland Co., New- 
port News, Va.; Pickwick Electric 
Cooperative, Selmer, Tenn.; South- 


side Electric Cooperative; Crewe, 
Va.; Northwestern Rural Electric 
Cooperative, Cambridge Springs, 


Pa.; Florida Power and Light Co.; 
Kentucky Utilities Co.; Montana 
Power Co.; Electrical Assn. of Phil- 
adelphia; Bureau of Home Appli- 
ances, San Diego, Calif.; Farrell- 
Argast Electric Co., Indianapolis, 
Ind.; Tony Muska Electric Co., St 
Paul, Min. 
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- The Champions 
Choose 


HOTPOINT | 


ELECTRIC RANGES 


Jo Ann Williams from Wattsburg, Penna., 1960 Grand Champion in 
the National Cherry Pie Baking Contest, exchanges her winning 
entry with H. T. Hulett, General Manager of Hotpoint’s Kitchen 
Appliance Department, for her new Hotpoint Electric ’60 range. 

Hotpoint was again chosen as the official range for the contest by 
its sponsors, the National Red Cherry Institute. The choice was an 
appropriate one because more women cook on ranges made by 
Hotpoint than on any other kind . . . and with Hotpoint’s new 
simplified cooking, meals look better, taste better, are better. It’s 
easier to cook like a champion and sell like a champion with the 
new Hotpoint electric ’60 range. 





And Hotpoint helps boost your range sales 
with consistent advertising in 


these “Championship” magazines 








Over 17 million readers of Post, 

Better Homes and Gardens, American Home, 
Good Housekeeping, Successful Farming, 
and Progressive Farmer will get the Hotpoint 
range story in March and April alone! 








HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 
... IF YOU’RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


A Division of General Electric Company Chicago 44, /Miinois 
ELECTRIC RANGES + REFRIGERATORS - AUTOMATIC WASHERS + CLOTHES DRYERS +» CUSTOMLINE® - DISHWASHERS 


DISPOSALLS*® + WATER HEATERS + FOOD FREEZERS - AIR CONDITIONERS + ELECTRIC BASEBOARD HEATING 











ARKLA MEANS Service—“Gasoline” and “Gas”’—in the Southwest 


THIS Is a Gas Station? 


... Yes, it is and it sells “gas” as well as “gasoline” for Arkla 
in the booming Southwest where the gaslight of the 90’s is 


coming back 


Two years ago, some laughed 
when W. R. Stephens said his Ar- 
kansas Louisiana Gas Co. was going 
to start making and selling old- 
fashioned gas lights to Southwest 
home owners. 

Now, Stephens’ company is build- 
ing a chain of $55,000 gasoline serv- 
ice stations. These ‘“Arkla Centers” 
will sell the gas lights, gas air-con- 
ditioning units, gas heaters, horse 
buggies, rocking chairs, cement, 
Fiberglas motor boats and various 
oil products. 


Arkla stations may be a far cry 
from a “typical” gasoline station, 
but nobody is laughing now at tall, 
heavy-set Stephens. Especially not 
electrical appliance sellers in Ar- 
kansas, Louisiana and Texas. If the 
stations are as successful as other 
Arkla doings have been the last 
two years, they will present some 
stiff competition for appliance stores. 

Since January, 1958, Arkla has 
sold 43,000 of its patented “Gas- 
lite” units at between’ $49.50 to $90 
each. Such success has aroused the 
interest of others, resulting in about 
70,000 gas lamps now dotting South- 
western lawns, restaurants and even 
some small airport landing strips. 
At least one electric utility, Dallas 
Power & Light, also has got into the 
act. DP&L now markets a “Ready- 
Lite” electric lamp similar in de- 
sign to the gas lamps. 

Arkla’s Stephens decided to bring 
the gas lights back on the American 
scene as part of a general diversi- 
fication program started by the gas 
firm in 1957. He mixes a blend of 
“necessity” products such as air 
conditioners and refrigerators with 
novelties like gas lights and bug- 
gies, and the results so far have 
spelled profits. 


Gas air conditioning came first for 
the concern, back in late 1957, by 
acquiring Servel’s gas air condition- 
ing division. Then came diversifica- 
tion into gas lights, buggies, rock- 
ing chairs, a cement plant, Fiber- 
glas boats and other things. 

Last spring, it was decided that 
Arkla could realize more profits, 
and at the same time secure retail 
distribution centers for its products, 
by getting into the retail gasoline 
business. Until then, an Arkla sub- 
sidiary, Arkansas Louisiana Chemi- 
cal, had made and sold petroleum 
products at wholesale. 


So now, Arkla is building a chain 
of its “service centers.” So far, one 
has been opened in El Dorado, Ark., 
and another is opening in Little 
Rock. Others will go up in other 
Arkansas cities and also in eastern 
Texas and northern Louisiana. 

Plans call for the centers to be 
opened with lots of color (pennants, 
flowers, “drawings” for free gifts) 
backed by heavily concentrated 
local advertising. After the open- 
ings, they’ll be open daily from 6 
am to 10 pm. 


Stations will have drive-in windows 
where gas utility customers can pay 
their monthly bills. A special sec- 
tion of the station building will be 
used to display and sell the various 
Arkla appliances and other products 
promoted by the company. 

At the centers and in his com- 
pany, Stephens can be expected to 
continue a policy of team and indi- 
vidual competitive sales contests to 
peddle the gas lights, air condi- 
tioners, and so forth. At Arkla, 
3,000 employees (including those of 
eight subsidiary firms) are all con- 
sidered salesmen. And, they say 
Stephens is the best salesman of 
them all. 

“I wouldn’t be surprised to see 
him right out on the street at one of 
the stations this summer, flagging 
down motorists,” says one person 
connected with Arkla. 

Employees are encouraged to sell 
to their friends, neighbors and cas- 
ual acquaintances. For those who 
win sales contests, cash prizes can 
range up to $500. Dinners for win- 
ning sales teams are frequent (typi- 
cal menu: barbecued chicken, ham, 
beans and coffee). 

At mid-’59, Arkla was serving 
273,532 customers in Arkansas, 
northern Louisiana and northeastern 
Texas. 

Just recently, Arkla’s directors 
and those of Consolidated Gas Utili- 
ties agreed to merge Consolidated 
into Arkla. While this merger is 
subject to stockholder and regu- 
latory agency approval, there seems 
little doubt that it will eventually 
go through. When it does, Arkla’s 
territory will be extended into 
Oklahoma and Kansas, where Con- 
solidated now serves about 90,000 
gas customers. 

Oklahomans and Kansans, too, 
can then look for the gas lights, the 
buggies, and so on. 





Are Color TV Efforts 
Paying Off for RCA? 


Apparently so. Last year color 
TV set sales went into black. 
This year’s projected color TV 
production figures are being 
upgraded 


Top RCA brass, speaking in New 
York, differed on their estimates of 
the percentage of increase for color 
TV production over 1959. But their 
crystal-gazing made it clear that 
they expect production to zoom. 


Most optimistic in a speech before 
the. New York Society of Security 
Analysts was Brig. Gen. David Sar- 
noff, chairman of the board. He 
said color TV production at RCA 
will double this year. 

His executive vice president for 
consumer products, P. J. Casella, 
was more conservative. He laugh- 
ingly explained away the difference 
between his figures and those of the 
general. One indicated the hopes of 
the high command; the other, ex- 
pectations of the men who had to 
do the job. 

Casella said that RCA went into 
1960 expecting to make and sell 
between 30 and 40% more color 
sets than it did in 1959. The figure 
was revised upward to 50-60% 
only weeks ago, he added. 


What about price? That question 
from the audience brought a brief, 
wry reply from President John 
Burns: “I don’t know what you’re 
waiting for.” Lowest retail price on 
RCA color sets is $495, he said. 
That means that the often-men- 
tioned price reduction in color tele- 
vision has “already happened.” Nor 
is it true that color sets won’t re- 
ceive black-and-white programs 
well. In fact, he went on, there’s 
nothing on the horizon for the next 
five years that will beat the present 
color broadcasting system. 


For TV dealers, Sarnoff’s remarks 
on color television were optimistic: 
“As sales of color sets are increas- 
ing, they are setting in motion the 
classic growth spiral. Greater circu- 
lation is leading to greater adver- 
tising interest and more program- 
ming, which, in turn, will prompt 
even wider color circulation—until 
color TV becomes firmly and finally 
implanted as a basic program and 
advertising medium.” 

His son, Robert, chairman of the 
board of the National Broadcasting 
Co., agreed, adding that NBC re- 
cently had experienced ‘some pres- 
sure” from advertisers to have 
commercials produced in color. 





Dealers, Public Served 
At G-E’s Tampa Center 


The door to General Electric’s 
brand new small appliance and 
radio servicenter in Tampa is open 
to the approximately half-million 
consumers in the Tampa-Clear- 
water-St. Petersburg area, as well 
as to G-E dealers. 

The open door policy holds good 
for repairs and parts. Under an un- 
usual service bench system, repair 
jobs are channeled directly from re- 
ceiving counter to one of 13 benches, 
each is specifically tooled to handle 
traffic appliances of one or two cate- 
gories. Three servicemen are able 
to operate the entire repair facility. 
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Worried by Saturation? 
lt Could Be Blessing 


Westinghouse executive says 
replacement market offers big 
opportunity for dealers 


And that opportunity is for 
profitable step-up selling. 

Speaking to West Coast dealers 
in San Diego last week, John W. 
Craig, Westinghouse vice president 
and general manager of the Elec- 
tric Appliance Divisions, told deal- 
ers that step-up is the most sig- 
nificant trait of the American con- 
sumer in the replacement market. 

“The family replacing anything,” 
explained Craig, ‘home, car, dra- 
peries, wants improvement. They 
step-up at least one notch in the 
economic scale.” ‘ 


Disturbed by the industry’s loss of 
its share of consumer dollars, Craig 
told dealers: “‘We have become an 
industry of negotiators. Distribu- 
tors negotiate with factories, deal- 
ers with distributors and even 
the most uneducated aborigine 
wouldn’t dream of paying list price 
for our products. 

“We have been so busy negotiat- 
ing that we have forgotten to sell.” 


The way out of this dilemma, ac- 
cording to Craig, is to launch a sim- 
ultaneous attack on two fronts by: 
e Pushing new products. 

e Selling up and stepping up. 

Craig offered the frost-free refri- 
gerator as a guide to future tactics. 
And as a valuable lesson in replace- 
ment and stepup. 

When frost-free models appeared, 
the refrigerator market was satu- 
rated (98%). But the frost-free 
sold. 


“The lesson is so apparent it is 
painful,” said Craig. “When the 
frost-free refrigerator finally was 


supported by emphasis on its func- 
tion and value, it became the white 
goods phenomenon of the ’50’s. 

“It offered the consumer true 
function and value. It truly made 
other refrigerators produced at the 
same time obsolete. There was a 
reason to buy. Suddenly we weren’t 
selling price cuts. We _ weren’t 
echoing all other ads of a decade. 
We weren’t trying to be all things 
to all customers. We were selling 
utility, we were creating need and 
we made money. 

The higher priced units were 
largely replacements for smaller, 
less efficient refrigerators, Craig 
maintained, and shows what a guar- 
anteed market can mean to dealers. 


“Assume _ refrigerators last 15 
years,” he said. “Then every 15 
years, more than 3,000,000 homes 
need new ones. That’s a guarantee 
of 3,000,000 sales a year as a base. 

“New family formations and new 
households augment the base and 
beyond that the market is as much 
larger as our ingenuity with devel- 
opments like frost-free can make 
st.” 


“The key,” explained Craig, “is to 
add more and more products to the 
90% saturation list.” 

New research techniques can 
pave the way. Based on intelligent 
marketing, dealer and consumer 
research, laboratories can turn out 
the type of product the customer is 
looking for, instead of producing 
what Craig labeled “frivolous fea- 
tures that were nothing more than 
second martini ideas.” 


But the dealers will have to be alert 
to the opportunities, and learn the 
lesson of the 50’s that price 
cutting has cost profits and growth, 
he added. 





Whirlpool Bows Remote Control 
Room Air Conditioning Unit 


Switeh it on or off in bed, 
across the room. For dealers: 
new twist to tired demos 


Dealers haven’t been able to talk 
room air conditioners effectively 
for a number of years, according to 
Line Larkin, general manager of 
the company’s air conditioning di- 
vision. 

Why? The units look so much 
alike—and they do the same things. 
What’s more, ‘Detailed features 
and quality, which are extremely 
important for successful, long oper- 
ation and which should serve as 
very strong buying appeal, are 
often lost in sales presentation be- 
cause of the technical or semi- 
technical nature of these advan- 
tages,” he told a group of 
Whirlpool dealers. ‘ 

One more point: Up to now it’s 
been hard to present a convincing 
demonstration, Larkin explained 
“Since all air conditioners have a 
switch and fan, a demonstration of 
this kind (turning the unit on and 
letting the customer feel the air 
coming out of it) can apply to any 
room air conditioner regardless of 


its quality or price,” he said. 


New merchandising avenues will 
open up for the dealer now that re- 
mote control units are out, Larkin 
asserted. “For one thing,” he point- 
ed out, ‘our remote control unit 
provides the dealer with the perfect 
opening to inaugurate step-down 
selling to the unit within reach of 
the consumer’s pocket.” 

Maybe even more important for 
the dealer, Larkin went on, “room 
units are now suddenly demon- 
strable items.” Customers’ are 
“eager” to try their hand at work- 
ing them, he said. 


There’s a parallel to be drawn be- 
tween the air conditioning and 
auto industries, Larkin concluded. 
“There was a time, in the early 
days of the auto industry when 
cars were sold without windshields, 
spare tires, or bumpers. These are 
now standard equipment. 

“The auto industry developed the 
automatic transmission and _  al- 
though this added cost to the car, 
the public was willing to pay for 
the convenience regardless of the 
added cost. 





Ideas for Kitchen Planning 
From These Trend Setters 





If your prospect likes to cook outdoors... 


. without sacrificing any of the 
advantages of today’s sleek, built-in 
kitchens, she’ll go for this “indoor- 
outdoor living’? job, shown at the 
Trend Setting Kitchens Center dur- 
ing the Chicago Markets. There are 





Or if she’s more interested i 


. this “host and hostess center” 
will be what she wants. Off-the-floor 
St. Charles Kitchens cabinets form 
attractive food preparation area, 
left, and beverage bar, right. Both 
have built-in refrigerators. For a 


emer 
# 


But if space is her biggest worry .. . 
: she’ll be 
something like this “‘space-and step- 
saving kitchen.” Revco built-ins give 
plenty of freezer and cooling space 
without dominating the area. Shal- 
low canned goods shelf has a slid- 


most interested in 


ing mirrored door, by 








Carolina 
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Revco refrigerators in both cooking 
areas, as well as a freezer inside. 
Small appliances can perch on the 
outdoor slate serving counter; a Nu- 
Tone hood takes care of smoke from 
the Majestic “Chargrill.” 


n entertaining... 


final luxurious touch, Scandinavian- 
designed accessories, which are as 
useful as they are decorative, trans- 
form the kitchen into a showplace. 
Some manufacturers: Raymor— 
Denmark; ‘Arabia’—F inland. 


ae | 
Nias! 
A 
eager 
seeee 


fs’ 
4 


Si: 


Mirror, which gives an illusion of 
space. Geneva Modern Kitchens 
makes the cabinets and sink; In- 
Sink-Erator, the disposer. The dish- 
washer is KitchenAid’s. 

None of the “trend setters” shows 
ranges, but there’s room for them. 
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“Let’s Get Rid of “UNFAIR’ Inventory Taxes” 


That’s a quick picture of inven- 
tory tax laws across the country. 
But the question remains: Just how 
much does this tax disrupt busi- 
ness and cut into profits? 

For the answer, EM Week isolat- 
ed a single area—the adjacent 
states of Arizona, California, Ore- 
gon and Washington—and inter- 
viewed a dozen key dealers. 


Here’s how it hurts. One week from 
today the inventory carried by 
dealers serving a large California 
city, San Jose, will be assessed at 
33.3% of its verified cost. On each 
$100 of this assessed value, the 
dealers will be taxed between $6.81 
and $8.44, depending on location. 
On a stock worth $66,000, cost, a 
dealer will pay between $1,498 and 
$1,856—even if he has borrowed 
$50,000 from the bank to floor the 
ggods, and has an equity of only 
$16,000. 

In the other three states, the per- 
sonal property tax is levied on the 
inventories dealers hold on Jan. 1. 
In Phoenix, Ariz., dealers pay $9.40 
for each $100 of taxable stock, with 
assessment figured at 35% of cost. 

For a Salt Lake City, Utah, ap- 
pliance-TV retailer, the tax is $5.40 
per $100, with the county assessing 
at about 26% of “fair, reasonable, 
cash, cost, value.” Even that lower 
rate results in a cost of between 
$500 and $700 yearly for one of the 
city’s middle-sized dealers. 

Seattle’s Kings County taxes in- 
ventory $5.54 per $100 of appraised 
value, usually 33.3% of cost. A 
large downtown dealer said he is 
paying $3,600 as his tax on inven- 
tory this year. A _ neighborhood 
Seattle dealer reported his cost this 
year at $1,400. i 

But, the problem is not just the 
bite into dealers’ already shrinking 
gross. It is in the many side ef- 
fects of this tax situation. 


Dealers can’t do their jobs during 
the season prior to tax time, they 
report. They can’t give their cus- 
tomers an adequate selection. They 
don’t give their salesmen a chance 
to do an all-out job of selling. They 
can’t fulfill their function ade- 
quately for the distributors and the 
manufacturers. Why? They’re too 
busy cutting back on inventory and 
hoiding back on orders. 

For the dealers in Arizona, Ore- 
gon, Utah and Washington, the 
specter of the Jan. 1 assessment 
date puts a crimp in the Christmas 
sales plans. They must try to buy 
enough to meet the holiday de- 
mands, yet they must be wary of 
being stuck with a year-end inven- 
tory that, through the tax, would 
eat up some of the profits of the 
Christmas season. Obviously, a 
“dump” between Christmas and 
New Year’s Day would seem to be 
the answer. For many dealers that 
is quite successful. 

But, Seattle dealers said, 

there is too little time be- 
tween those holidays for a really 


effective sale.” And a Portland, 
Ore., dealer complained “. . . some 
dealers can clear out their inven- 
tory after Christmas, but what 


about those of us who are not pro- 
dealers? We can’t sud- 
denly splash across the newspapers 
with a cut-price sale and either ex- 
pect results or expect to keep our 
reputation. So, this year we'll pay 


motional 


a little more than $1,000 in tax 
on our inventory.” 


It can hurt Christmas business, 
too, Arizona dealers stated. ‘‘The tax 
clearance sales between Christmas 
and New Year’s have become so 
popular here that many people in 
Phoenix lay off buying before 
Christmas. They give gift certifi- 
cates or money to be used during 
the last week of December sales. 
Naturally, we’re not making a nor- 
mal markup when they do this 
buying,” a prominent Phoenix ap- 
pliance-TV-furniture dealer com- 
mented. And a dealer in Salt Lake 
City reported that he buys half 
cars at 34%% discount for Christmas 
instead of full cars at 4%% dis- 
count because the tax on the left- 
over stock could more than eat up 
the 1%. 


It jeopardizes selling programs. 
“You find yourself working toward 
a low inventory at a time when 
manufacturers are bringing out 
their lines,’ an Arizona dealer com- 
plained. “In TV and hi-fi, for ex- 
ample, we’re supposed to merchan- 
dise straight through from Septem- 
ber to spring. But I can’t clear the 
floor by Jan. 1, and then re-order. 
So we hold off—and thereby short 
ourselves on many models.” 

“If an item starts to move fast 
for Christmas, I can’t take a chance 
on ordering more—I have to gamble 
on switching customers to other 
models,” a Portland dealer report- 
ed. And California dealers visiting 
the Chicago Markets, the Western 
Markets or the regional introduc- 
tions of lines, traditionally order 
for delivery “after the first Monday 
in March.” This leads to a situation 
where new lines get only a 10%- 
month year in California, a Los 
Angeles distributor contended. 


Industry promotions suffer in Cali- 
fornia because of the tax. “Dealers 
will cooperate with us in every way 
during January and February—ex- 
cept to carry an adequate stock or 
even a satisfactory display,” said 
a utility promotion manager. “Our 
problem is to get good point-of-sale 
displays when we’re spending thou- 


sands of dollars to send prospects 
into the dealers’ stores. Such na- 
tional promotions as National Elec- 
trical Week, Radio Week and the 
rest, don’t get the full cooperation 
of California dealers because they 
come when these dealers are trying 
to hold down on their inventories.” 


The tax discriminates against one 
group of businessmen, dealers felt. 
Witness these comments: from 
Portland, Ore., “People like us in 
the appliance business pay a pretty 
stiff tax, but someone in the real 
estate business doing the same vol- 
ume pays practically nothing be- 
cause he has no inventory to speak 
of;” from Seattle, “A doctor or a 
lawyer makes a darn sight more 
money than we do in the appliance 
and TV business, but they have 
practically no inventory to tax. 
Why should a merchant pay a tax 
on the merchandise he keeps for the 
convenience of his customers?” 


Evasion is encouraged by these 
taxes on inventory, reports indi- 
cated. Dealers who wouldn’t think 
of cheating on their income tax will 
send TV sets, even white goods, to 
their salesmen’s homes to lower 
their apparent inventory. For years 
the industry has talked about the 
annual December movement of 
merchandise from Arizona to Cali- 
fornia. This is balanced by an even 
heavier shipment of goods from 
Southern California to Arizona in 
February before the California tax 
assessment time. 

Obviously, tax collectors are not 
blind. To stem this interstate de- 
pletion of warehouse stock, the 
Arizona county officials got to- 
gether with the state tax commis- 
sion to require copies of state tax 
returns to be sent to county asses- 
sors. Because merchants hesitate to 
gamble on deceiving the state, the 
county tax collectors have accurate 
sales records from which they can 
backtrack to confirm inventory 
figures. 


The answer? Ask anyone—each has 
his own solution. But there are two 
basic changes regularly considered: 
1. A more equitable date for as- 





PAINTED WINDOWS like this in Sunnyvale, Calif., are tax sale hallmarks. 


CONTINUED FROM PAGE | 


sessing inventory; 2. Elimination of 
the tax in favor of alternate tax 
revenue measures. 


Most talked-about change would 
be toward an “average inventory” 
method, already in operation in 15 
states. 

The Arizona state tax commis- 
sioner has suggested such a system 
to the legislature there. He would 
base the personal property tax on 
the average of inventory taken four 
times a year. Twice in recent years, 
a similar proposal to use an “aver- 
age inventory” has been presented 
to the lawmakers in Utah. 

However, neither suggestions nor 
proposals get beyond that stage— 
dealers in all durable goods fields 
just don’t want to have the tax 
based on “average inventory.” 
“That would keep us from working 
our inventory to a low level at tax 
time,” a Salt Lake City dealer 
stated. 

Almost every dealer would like 
the date changed—but there is no 
agreement on a date. Dealers heavy 
in appliances would like the assess- 
ment date to come during the model 
changes. TV dealers would like a 
date that would be opposed violent- 
ly by dealers who do a big volume 
in air conditioners. 

Almost all California dealers dis- 
like the ‘first Monday in March” 
date, but the state’s economy will 
have to change before that date is 
changed. It was set at that time 
by the legislature at the insistence 
of the agricultural industry, which 
normally reaches its lowest inven- 
tory point during early March. With 
the agricultural interests still in 
control at Sacramento, there is con- 
sidered to be little chance of any 
change in the assessment date, 
according to the head of a metro- 
politan area Chamber of Commerce. 


Most desired change would be to 
eliminate the tax on inventories of 
goods being held for resale. If this 
were done, obviously an alternate 
tax must provide revenue. 

A Seattle dealer believes that an 
increase in personal income tax 
would be better and more fair than 
the tax on inventories. 

A Portland dealer suggests that 


the counties substitute a ““‘business 


and professional! license” similar to 
that issued by the city of Portland. 
This is an annual fee based on a 
percentage of the business or pro- 
fession’s gross or net receipts—the 
licensee has the choice. 

In California, most suggestions 
favor a tax on gross receipts of 
professions as well as retail and 
wholesale businesses. Dealers there 
would like to see such a tax be- 
cause it would hit the mushroom- 
ing medical centers being organized 
by groups of doctors and dentists. 
Small and middle-sized dealers feel 
such a revenue method would clip 
the mass merchants with their high 
volume, low margin operations. 

Most dealers feel that the appli- 
ance-TV industry, so long entangled 
with internal problems brought 
about by post-war revolutions in 
retail and wholesale merchandising, 
is being hindered from solving these 
problems, is being disrupted from 
managing an orderly procedure of 
profitable selling, by a method of 
taxation that is too severe as well 
as discriminatory. 
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We at Whirlpool see this plaque as a symbol of 
your highest approval. 

It is evidence that the thousands of retailers who comprise 

the National Appliance and Radio-TV Dealers Association 
believe the establishment of the Whirlpool Chair of Marketing at 


th k the American University in Washington, D.C., 
an you, is a big step in the right direction. 
Since the chair was founded in mid-1959, Dr. Arthur L. Rayhawk 
b f has been appointed Whirlpool Professor of Marketing 
mem e CS O and has already launched the research, study and teaching that 


will ultimately help all appliance-TV dealers 


improve their business and marketing skills and 
N A R D A enhance their security. 
eee NARDA’S own Institute of Management, conducted 
annually at the same university, and the educational efforts 
of manufacturers, such as the recently initiated 
Whirlpool Dealer Development Program, 
are dedicated to the same high purpose. 
We at Whirlpool are conscious of our responsibility for the 
industry’s future and proud of your recognition 
of our contribution to its foundation. 


Jack D. Sparks 
Vice President in Charge of Sales 


WHIRLPOOL CORPORATION, St. Joseph, Michigan... Manufacturer of RCA WHIRLPOOL home appliances 



















10 e PEOPLE IN THE NEWS 


OLIVE P. GATELY says 


‘How to Sell 
Those Teen-Agers 


The teen market—with 9% billion jingling in its jeans—was 
our subject for dissection last month. We took a long look at 
the 16 to 17 million V.I.T.’s (Very Important Teens) in the 
country today to see what made them tick—what they bought 
and why. Now let’s see how to reach them. 


Three commandments turned up wherever we turned in our 
exploration of how to sell the teen-age market: 
e Take them seriously. 
e@ Treat them as the individuals they are. 
@ Remember, what goes for parents is very likely 
NOT what appeals to them. 

“Teen-agers are sensitive, accutely aware of any attempt to 
treat them lightly,” say the experts. “Play up their desire for 
a feeling of importance. All of us expand under this kind of 
treatment, but it’s doubly important with these young adults.” 


Here are some promotions and selling ideas picked up here and 
there that have worked to reach the V.I.T’s: 


“Teen-Age Round Table” was quite a success for an Illinois 
company. It was a group of boys and girls who checked ad- 
vertising, promotion, publicity directed to teen-agers. They be- 
came part-time sales clerks, too; gave suggestions on how to 
appeal to their contemporaries. Local newspapers played the 
story up big. 


Autographing parties with top tune stars—right in the store— 
increased record sales 44% in one year for Shillito’s, Cincin- 
nati department store. Records, radios, TV sets, tape recorders 
can all get in on this one. Ask a prominent local teen-ager to 
act as host or hostess. 


“Platter Picnic” co-sponsored by RCA and a food company, 
drew the young set in droves. They ate hot dogs, listened to 
(and bought, according to reports) their favorite records. The 
food folks will be glad to join you. Teen-agers are perpetually 
hungry, spend 22% of their cash on food. 


“Record Corner,” especially for teen-agers, can be a traffic 
puller. Fill to brim with record players, portable TV’s and 
radios, tape recorders—as well as records. Smart retailer in 
the mountain states acts as disc jockey, right from his store. 
Has shot his record sales sky high. You might get local disc 
favorite to broadcast from your store. Requires equipment— 
probably worth it, though. 


Cash contest could be a big drawing card. (Surveys say “need 
more money” is teen-agers number-one problem.) Why not 
stage one, two or three good-sized prizes (teen-age speaking). 
Plus lots of smaller ones. Contest suggestions: Cooking contest 
—boys vs. girls; 25-words “Why I like (your store name) best;’ 
father-son, mother-daughter laundry contest; sales contest- 
teams from rival high schools. 


Home ec teachers can be the magic link to sales. Invite them 
to bring their pupils on a field trip to your store. Offer to dem- 
onstrate appliances at school. 


“Kitchen Trousseau” expert—if you set yourself up as one— 
can pull in teen-age brides. Stage pre-marriage lectures on 
what’s needed in the kitchen, how to buy, how to run a home. 
Invite every bride-to-be in town. Give each a token gift. Offer 
a bride’s registering service—for gifts they want. Ask for list 
of relatives to “share-the-gift” on big ticket items. 





Teen-age fashion show is sure-fire—especially with local teen- 
agers as models. Use a home-town teen-age personality as 
commentator and the whole school will turn out! Show ideas: 
wash and wear with wash-dry demo; washable trousseau—don t 
forget the groom; teen travel wardrobe on a budget. 


Or make up one of your own. (Don’t forget the three com- 
mandments.) And, in-between the cash register rings, give our 
regards to V.I.T.’s. 


ABOUT THE AUTHOR—Olive P. Gately is uniquely qualified to talk to dealers 








on behalf of women everywhere. A native of Boston, she has lived 
and worked in Cleveland, San Francisco, Dallas and New York. 
She is widely known as an advertising, marketing and sales promo- 
tion consultant specializing in the “home” fields. She has worked 
for Macy’s, Sanger Bros., and Jordan Marsh as well as for a number 
of leading advertising agencies on appliance and utility accounts. 
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F. T. Buoni 
of Regina 


S. Mintz 
of LF&C 


Temco, Inc.—Tommy R. Brock has 
been promoted to sales manager for 
the gas heater and dryer manufac- 
turer. Kendrick Shinnick has been 
named his assistant. 


Whirlpool Corp.—A realignment to 
produce specialization has been 
completed. Under the new setup, 
C. Edward Reiner has been ap- 
pointed sales manager for auto- 
matic and wringer washers; Wil- 
liam W. Howard, sales manager of 
gas and electric dryers; John W. 
Benson, sales manager of gas and 
electric combination washer-dryers. 
All report to Harry Kane, general 
manager of the laundry division. 


Norge—E. W. ‘Gene’? Hubert has 
been appointed national sales man- 
ager of combination washer-dryers. 


Waste King Universal—The com- 
pany’s recently created marketing 
staff has been completed. Headed 
by A. L. Haggard, vice president of 
marketing, the national staff in- 
cludes Harold Fatt, director of mer- 
chandising; Kenneth Dupree, man- 
ager-commercial equipment, Alan 
Barnhart, manager-domestic cook- 


PEOPLE in the NEWS 


T. R. Brock 
of Temco 


E. W. Hubert 
of Norge 


ing equipment; Nat Granat, director- 
new construction sales; Mrs. Sylvia 
White, director of consumer rela- 
tions; Robert Clark, general service 
manager; Richard Schaub, national 
sales administrator. Working with 
Fatt will be John Hassett, newly 
appointed sales promotion manager, 
and Robert Mickels, advertising 
manager. Two vice presidents, Elm 
Weingarden and Ronald J. Shep- 
herd, will assist Haggard. 


Brother International Corp.—Har- 
old P. Kalker has been named vice 
president and general manager of 
the company’s newly formed Ca- 
nadian subsidiary. 


Landers, Frary & Clark—Seymour 
Mintz has been appointed assistant 
to the president, Harry T. Silver- 
man, of the manufacturer of the 
Universal line of home appliances. 
Mintz was president of CBS Co- 
lumbia, manufacturing division of 
the Columbia Broadcasting System. 


Regina Corp.—Frank T. Buoni has 
been appointed field sales manager 
of the manufacturer of floor-care 
appliances. 





Gibson Demonstrates 


FOLLOW THIS 








‘Freeze-Flo’ Principle 


DEMONSTRATION BY C. R. Simons, freezer sales manager, shows Stu Grove, 
lbuyer from Greenleys Inc., Flint, Mich., how freon-charged freeze-flo plate 
effectively conducts heat. Scene is Gibson plant in Greenville, Mich. 
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IT’S NO SECRET ANYMORE! 


This Ad Will Be Seen By Millions of Housewives In 1960 
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lets you toss away that 


Here’s new freedom for busy homemakers— National’s Instant-Hot 
delivers teakettle hot water at a touch! With an Instant-Hot mounted 
in your sink or counter top you're free of the old fashioned stove- 
water-heating. 

Hot water? Instantly! ... And it’s pressure free (no splashing to 
burn you), pure (free of odors and unpleasant tastes). 

How many times a day do you heat water——in preparing food, for 
coffee, tea, soup, bouillon, thawing frozen foods, for the sick room, 
for heating baby’s formula, for the thousand-and one 
household chores that require hotter-than-tap water? 
Never again— your Instant-Hot delivers it immedi- 
ately — whenever you need it! 

You'll be thrilled at the low cost of this new appli- 
ance that makes your modern kitchen ultra-modern! 


Instant-Hot is another quality product of America’s leading manu- 
facturer of food waste Disposers. See your appliance dealer+*or 







plumber—if he doesn’t already have Instant-Hot, write Dept. 1H, XY) KOR RKO 
National Disposer, Medina, Ohio. RRR 


a product of 
Gustant ‘HOT / PLUMBING EQUIPMENT DIVISION 
NATIONAL RUBBER MACHINERY CO. 
‘ 920 LAFAYETTE RD.-MEDINA, OH/O 









DEALER and DISTRIBUTOR INQUIRIES INVITED 









\2 ELECTRICAL MERCHANDISING WEEK 


JUMP THE GUN ON THE 


with General 





== « 


= [2 = « 
_— 


= a 
ENERAL 


ELECTRIC 


—=— — w= < as 



























FEBRUARY 29, 1960 13 


AIR CONDITIONING SEASON 


Electric's Golden Value Promotion! 


Never has any appliance line given you so much 
reason for an early start as General Electric’s 
Golden Value Line for the 60’s. 


1. Already off to a Spectacular start! 


With this program, you’re already off to a flying head start selling 
General Electric Room Air Conditioners. You already have behind 
you the selling momentum of General Electric’s 2-hour TV Spectacular, 
January 31... and of the 9, count ’em, 9 page LIFE Spectacular in 
full color the same week. Air conditioners were featured in both. 


2. The most complete line in General Electric history! 


Eleven brand-new special Golden Value models to sell! That means 
eighteen models in all, from a 5,300 BTU unit to the 16,000 BTU 
giant. And that means that there is a General Electric Room Air 
Conditioner to solve every cooling and wiring problem and to fit 
every budget . . . one for every type window, too. 


3. Golden Value means General Electric quality! 


You’re a jump ahead at the start with the most respected namein appli- 
ances. And General Electric backs it up by building in years of de- 
*" f 2 pendable service at the world’s most modern air conditioning plant. 

*Vanmaas General Electric teams this precision manufacturing with thor- 
ough research and quality control to give you scores of unique Golden 
Value talking points. Examples: (1) Every unit is tested for 100% 
rated capacity. (2) Some 85 other quality tests include a sound-proof 
room check for quietness. (3) Electrical parts are far inside case, pro- 
tected from weather. What’s more... 





4. Your customers can buy now! 


To help you sell ahead of the season, they can buy now and after a 
small down payment pay no more until July. 

Available through reputable financial institutions including General 
Electric Credit Corporation. 

Add to this the special early-season buying incentive of the memor- 
ably hot 59 summer. Then plus this with General Electric quarterly 
promotions, product specials and extra-incentive sales contests. The 
grand total is a golden year for you! And there is no better time than 
now to start cashing in on it... 





Now’s the time to order from your distributor! 


General Electric Company, Room Air Conditioner Department, Louisville 1, Kentucky. 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 


By closing sales in the store, 


FREIJE ELECTRIC, Binghamton, New York, sold 50 package kitch- 
ens last year, averaging $2,300 each, by integrating its kitchen program 
into the regular operation and luring customers into the showroom for 


using a team of specialists 


and being in a position to 


offer trade-ins, Freije Electric, 
Binghamton, N. Y., sells... 


That’s the imposing sales record chalked up 
by Freije Electric, Binghamton, New York. Ed 
Dacey, sales manager, has worked out a sales 
program that is progressive and unusual, even 
when compared to work done by kitchen speci- 
alists. Ninety percent of all sales are closed in 
the store. “Many electrical dealers shy away 
from a packaged kitchen department, because 
they think it’s necessary to close the deal in 
customers’ homes at night,” says Dacey. “But 
we've always felt that, with the right approach, 
most of the sales can be closed in the store, 
and I think we’ve proved our point.” 


There are decided advantages to closing the 
sale in the store, points out Dacey. First of all, 
there’s the psychological advantage of getting 
the customers away from their home territory 
and onto your home grounds. Second, there’s 
the visual advantage, arising from ability to 
illustrate ideas from the floor ‘displays, and to 
show actual merchandise instead of pictures 
from a catalog. Third, there’s instant availability 
of trained personnel. 


Freije’s kitchen program has been fitted into 
the electrical operation. Dacey has departed 
from the kitchen specialist, or remodeling con- 
tractor’s approach, utilizing the assets of the 
appliance merchandising firm to sell custom 
kitchens. 

For example, there is the “specialist”? team 
which helps close kitchen sales. Freije’s has a 
lighting department, an appliance department, 
a traffic appliance department and an interior 
decorating department. Each department has 
its own salesmen, or women, who have received 
speeial training. These specialists are able to 
talk knowingly to prospects on their own phase 
of the overall job. Prospects are more readily 


impressed with the firm’s ability to do quality 
work after speaking to the specialists. 


Most of the firm’s kitchen sales are closed the 
third time a prospect is seen. The first and 
second calls are usually made by Dacey him- 
self, in the morning or afternoon. The first is to 
take the measurements and sound out the pros- 
pect; the second is to make floor plan adjust- 
ments. For the third session, which js the actual 
sales presentation, Dacey insists that the pros- 
pects come to the store, making himself ‘“‘un- 
available” for a night visit, explaining that the 
appliance specialist, the lighting specialist and 
the decorator are in the store for consultation, 
as well as the displays and the equipment. 


“We’re open every night until nine,” says Da- 
cey. ‘“‘We saw no reason, when we started our 
package kitchen program, why the sales couldn’t 
be closed in the store at night. We couldn’t use 
the team approach if we couldn’t get the cus- 
tomers into the store. Believe it or not, I found 
that the simplest way for getting around a cus- 
tomer’s request for an evening appointment at 
her home, is to make yourself unavailable. My 
wife, who’s one of the busiest decorators in the 
area, claims that she owes a goed deal of her 
success to never being instantly available.” 
By getting prospects into the store, the firm 
is able to use the two kitchen displays on its 
sales floor as a selling tool. The displays are 
expensive ones, always over $3,000. Basic de- 
sign of each display is changed every two years. 


Customary sales procedure is to have the ap- 
pliance:man talk to the prospect first, then the 
lighting specialist, then the decorator. Dacey 
himself broaches the lump sum price. A floor 
plan and a black and white perspective is used 


the full treatment and “close” by a team of specialists. 


90 CUSTOM KITCHENS 


during the sales talk. Dacey shies away from 
colored renderings, feels it is much better to 
let the prospects visualize the color aspects, 
after talking to the decorator. 

There are other aspects of Dacey’s kitchen 
approach which are unusual. He sells the cus- 
tomer what is needed for the specific job, even 
though the firm might not stock the particular 
item. Profit lost on supplying a particular piece 
of equipment not carried by the firm is more 
than offset by the overall profit on each job, 
and by the good will created. 

Contrary to popular belief, Dacey has found 
it more expedient to deal with the woman dur- 
ing the first and second visits. The presence of 
the husband, he says, often throws a monkey 
wrench into the wife’s ideal kitchen. The hus- 
band is single-mindedly centered on the price 
angle, while the woman is more receptive to 
labor-saving appliances and equipment, and to 
the fashion approach. 


An appliance merchandiser has advantages over 
a kitchen specialist and a remodeling contract- 
or, points out Dacey. For one, there is the ques- 
tion of trade-ins. Most custom: kitchens sold by 
the firm focus on built-in equipment, which 
necessitates trading the upright appliances in 
the old kitchen. Freije’s takes such appliances 
in trade, reconditions them, and sells them from 
its basement department. A libeial allowance 
is usually given and figured in the overall 
price quotation. 

After the first visit to a prospect, when Dacey 
draws up the floor plan, his industrial designer 
does a black and white perspective and the 
decorator furnishes two color schemes. Giving 
the prospect a choice between two color 
schemes, the firm finds, is an “extra” which 
helps close sales. In addition, after the contract 





EDWARD DACEY (right) talks to couple in front of one of store’s two 
kitchen displays. Team approach is used in selling. Couple will be intro- 
duced to appliance salesman, lighting specialist, decorator, before Dacey 


broaches price and wraps up sale. 


A YEAR 


is signed, and a 20% down payment secured, 
the services of the firm’s decorating depart- 
ment are made available. Thus, there are 
three fashion lures injected into the sales 
procedure. First, there are the two color schemes 
coupled to the black and white rendering. Sec- 
ond, there is a preliminary talk with the deco- 
rator and third, after the contract is signed, 
there is the final consultation with the deco- 
rating department which covers any or all 
rooms in the house. 


Fast service, from the installation standpoint, 
is another Freije asset which has helped sell 
many kitchens. Dacey always establishes a firm 
date for completion of the installation, and 
adheres to it religiously. He can do so, because 
he throws all his subcontracting eggs into one 
basket and receives prompt service in return. 
Electrical contracting is naturally done by the 
firm itself, so there is no problem of fast service 
there. Da uses one plumbing firm and one 
carpentry firm for all installations, and because 
of the volume of work given these subcon- 
tractors each year, they go out of their way to 
adhere to the schedules Dacey sets up. 

Dacey is so sure of the fast installation serv- 
ice he can provide, that he tells every customer 
that Freije will pay for the entire family’s 
meals each day after the scheduled completion 
date, if the kitchen is not ready by then. To 
date, he’s never had to make good. 


“There’s a vast market for kitchen remodeling,” 
says Dacey, “and there’s no reason why dealers 
can’t corner a good share of it. All it takes is a 
portion of the showroom for kitchen displays, 
one man to handle the design and coordinate 
the sales presentation, and the utilization of 
key specialists in the firm.” 


DACEY PREFERS talking to woman 
without husband being present, finds 
that it’s easier to pinpoint appliance 
and equipment wants and to inject 
fashion note if husband is not there to 
concentrate on “price.” 


DECORATOR, one member of the 
specalist team used to close kitchen 
sales at Freije’s, talks to customer. 
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HIRLPOOL GAS RANG 
ith super-selling feature 


Built-in thermostatic griddle 


Gives just-right grilling of every 
type of food. Excess grease drains 
away from food into a front res- 
ervoir. Burner is thermostatically 
controlled with adjustable flame 
size and temperature settings. 
Cover closes flush with range top. 








Radiant heat Bar-B-Kewer® 


The special low, radiant heat of 
the exclusive Bar-B-Kewer oven 
burner seals in natural juices 
which give meat a tastier flavor 
... While the rotisserie turns 
meat slowly, assuring even roast- 
ing and luscious browning. 


Removable oven doors 


Entire oven door lifts off to make 
oven cleaning faster and easier. 
Racks are easily removed, giving 
access to the entire oven . . . even 
in back corners. Door also is 
counterbalanced to remain open 
in any position. 


Automatic conveniences for easier, better cooking 


Imperial model G1-309 


Only RCA WHIRLPOOL gas ranges offer so much... 
to you and your customers. Here is beauty and 
quality to make any homemaker proud. ™3uyers 
exclaim about the ease at which the most difficult 
dishes can be prepared. In addition to the features 
above, they are thrilled with the Roast Sentry* 
meat thermometer, clock-controlled cooking, 
thermostatically-controlled surface burners, Center 


Simmer burners, exclusive Dispos-A-Bowls*, Ka- 
Bob*, Roto-Baste*, and many other items. 


It’s the gas range line that’s easier to install, too! 
The fixed orifices and automatic pressure regulator 
on every model eliminate fussy adjustments and 
service callbacks . . . provide your customers with 
consistent heat regardless of gas pressure variations. 


Powerful “Gold Star” merchandising, too 


In addition to RCA WHIRLPOOL national advertising and merchandis- 
ing, there’s the multi-million dollar ‘Gold Star” promotion program 
to help you boost your sales of this outstanding gas range line. Take 
full advantage of it . . . for your brightest-ever profit year. 


Your family will love our family of home appliances 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of trademarks RA and RCA authorized by trademark owner Radio Corporation of America 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 








Are You Paying Servicemen 
or Parts-Changers? 


ELECTRICAL MERCHANDISING WEEK 







Unhappy customers and unprofitable service are the penal- 
ties you can pay if you have a parts-changer on your payroll. 
This article shows just how to spot them—and how to turn 


them into real repairmen 


Some of today’s master appliance repairers 
are yesterday’s apprentices, who fumbled for a 
while with trial-and-error methods. 

But some of today’s repairmen never have 
outgrown these unfortunate trial-and-error tac- 
tics on repair jobs. 

Recent studies show that trial-and-error men 
are scattered through the ranks in just about all 
branches of the industry. Many of them have 
been working hit-or-miss for years. There are 
so many that some observers break them down 
into two groups. 


1. There are the men who remedy an appli- 
ance failure by trying one thing and another 
until they succeed—and then undo whatever 
was unnecessary. These workers are not neces- 
sarily slow on every job or even in the long 
run. After several years’ experience, many 
guess right more often than not. 

2. Then there are those who try first one thing 
and then another until they come across the 
remedy—but undo nothing. Faced with an oven 
failure, a man of this type surmises: “Maybe 
the thermostat’s bad.” So he renews it and en- 
ters a $25 charge for it on the work order, But 
the oven remains frigid. So then he renews the 
switch and adds $7 more to the charges. Now 
the oven works. But this serviceman leaves the 
unneeded new $25 thermostat in the range. 

He’s a “parts-changer’—not a _ repairman. 
He makes your customers unhappy with king- 
sized repair bills, damages the brand reputation 
of appliances you sell, and dents your profits. 
Even one parts-changer in a service department 
can be a real menace. 


How can you spot a parts-changer on 
your payroll. 


Here are three questions that will help: 


1. What percentage of service department 
gross sales did you pay for labor, and what per- 
centage for repair parts? (Check one of your 
recent quarterly or annual service department 
profit and loss statements.) 

If you have a one-man service department, 
your labor cost should be about 50% of the 
department’s gross sales. Repair parts, and 
other resale materials, should run about 25% 
of gross sales. 

The proportions will doubtless be some- 
what different if you have two or more em- 
ployees in the department. You may employ 
one or more trainees, or other semi-skilled 
workers, whose salaries are lower than those 
of skilled repairmen and who perform lesser 
tasks at a lower cost to you. If so, your labor 
cost may run as low as 40 or 45%, while your 


tab for repair parts rises to 30 or 35% of gross 
sales. A prime cost of about 75% is a fair aver- 
age for this kind of business. (Between 15 and 
20% usually goes for general operating expenses 
and depreciation on capital property.) 

If your cost ratio for repair parts and resale 
goods is substantially higher than the average, 
you'll find it worth your while to investigate 
for wasteful use of materials. 

You may find out that all is well, since cer- 
tain peculiarities of your operation—such as an 
unusually large number of over-the-counter 
parts sales—could hike your percentage above 
the average. But you may find otherwise. 

2. Have you been plagued with overcharge 
complaints on jobs which included several cost- 
ly parts but only a moderate amount of labor? 

3. Has your parts jobber told you he has often 
received supposedly defective in-warranty parts 
from you—when the parts in fact were not de- 
fective? He can refuse credit for these items on 
your account and return them to you. 

If your answers to one or both of the first 
two questions are unfavorable, you may be 
employing a parts-changer, or you may not— 
but you’ll probably find it useful to follow the 
appropriate suggestions in the rest of this ar- 
ticle in an effort to improve your materials and 
personnel control. 

If your reply to the third question is unfavor- 
able—no matter what your answers are to the 
first two—the odds are good that you do employ 
a parts-changer. 

When a businessman suspects one of his 
workers is incompetent, sometimes his first 
thought is dismissal. But if your parts-changer 
has one grain of potential—as he must have, 
since he has successfully ‘‘posed”’ as a repairman 
long enough for you to find out he isn’t one— 
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Appliance Service” and “Major Appliance 
Service” which appeared in the magazine 
in 1955 and 1956 and which are now avail- 
able in book form from the McGraw-Hill 
Book Co. 
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it might pay you to try to set him right. He 
does know how to take things apart and re- 
assemble them. 

And what could happen if you fire this fellow 
and hire another? You might find yourself in 
the same spot again six months or a year from 
now. You’ve invested time and money in this 
serviceman’s development. It’s common sense 
to protect your investment by helping him de- 
velop into a good repairman. 

Topflight executives who manage huge met- 
ropolitan service branches for some of the most 
widely known names in the appliance industry 
have found that many parts-changers can de- 
velop into mature repairmen through special 
supplementary training. 


Here are 6 questions which will help 
you decide whether your parts-changer 


has potential or not: 


1. Is the man upright, industrious and punc- 
tual? 

2. Does he have the naturally courteous, tact- 
ful and kindly disposition so essential to good 
relations with your clientele and his fellow 
employees? 

3. Are there any undesirable peculiarities in 
his behavior which make him unfit for his work? 

4. Is he as tidy about his person as you think 
a mechanic of his kind should be? 

5. Does he take good care of his equipment. 

6. Does he attend to his secondary tasks 
promptly and neatly? (Check on his report- 
writing and his care of shop and parts inven- 
tory, if these tasks are assigned him.) 


If your parts-changer does have potential, 
your first step towards selecting a remedy for 
his faults should be a candid and private talk 
with him. 

Put your serviceman at ease by setting an 
unhurried pace in the discussion. Establish a 
friendly atmosphere, which will enable him to 
talk matters over with you with more frankness 
and composure. 

Acknowledge his good points first in order to 
capture his interest and to enlist his whole- 
hearted cooperation. 

But come to the point: you have found what 
seem to be flaws in your service department’s 
methods. For everybody’s best interests, you 
have called this meeting to (1) find out what 
is wrong and (2) decide what must be done 
about it. It’s a good idea to tell him specifically 
what induced you to call him into a conference. 

If the specific statement offends him or makes 
him defensive, assure him that the, situation 
casts no reflection on his integrity: It is a prob- 
lem which shows up in virtually all branches 
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of the industry—even in some central service 
stations. You might also point out that recent 
studies by industry leaders have revealed flaws 
in some supplementary training programs. 

Let your serviceman know that you are aware 
of the increasingly complex nature of today’s 
automatic appliances. You know it’s no easy 
job to service a dozen different varieties of them. 

You know, too, that a serviceman needs con- 
tinuous schooling throughout his working days 
to be fully prepared to meet the challenge of 
his job, since new models will continue to ap- 
pear and improved servicing techniques will 
replace older ones. 

Make it clear to your parts-changer that both 
of you will profit from your conference. You’ll 
get the bugs out of your service operations, 
while he will get every opportunity, after care- 
ful study of his needs, to advance more rapidly 
in his career. 

To pinpoint your serviceman’s deficiencies, 
use the convenient Deficiency-Spotting Check- 
list below as a guide for a thorough discussion 
of his work problems. 

If he needs help in the areas covered by 
questions 1 through 9, talk with your service 
counselor and urge him to obtain promptly the 
aids your serviceman needs—such as supple- 
mentary training or additional service litera- 
ture. Your service counselor can also help you 
decide whether to upgrade your worker’s tools 
(questions 12 and 13). 

If your serviceman needs more schooling 
(questions 10 and 11), why not consult your 


local school authorities to find out when and 
where suitable evening courses are available? 

Make sure your repairman avails himself of 
the opportunities you provide for him to im- 
prove his methods. If you prove persistent, a 
spectacular improvement could result. 

Industry leaders recently found room for im- 
provement in some of the training programs 
they give for servicing dealers’ repairmen. And 
changes are underway. Here is a comparison of 
the old way and the new, for introducing a new- 
model appliance to servicemen: 


The old way: the instructor described new fea- 
tures, laid bare the innards of complex sub- 
assemblies of the new design and used one or 
more visual aids (slides, charts or a black- 
board) to pinpoint details. Students then asked 
questions and examined the appliance at close 
range. This was—and still is—an effective train- 
ing procedure. 

But it often was found that in the rest of the 
class period too much time was wasted in the 
completed dismantling and reassembing of the 
new model. As one leading manufacturer’s area 
service manager put it: “We have learned that 
there’s really no point in teaching a serviceman 
how to pull an appliance all to pieces and put 
it back together again. It’s more important to 
teach him how to repair the thing with a mini- 
mum of disassembing.” 


The new improved teaching method builds 
upon the good points of the old. But only enough 
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shrouding is removéd from the appliance to ex- 
pose its vital working parts—each in its place. 
Cutaways of certain sub-assemblies are. exhib- 
ited separately when necessary to clarify the 
workings of closed mechanisms, The instructor 
uses the time thus saved to confront the class 
with one repair problem after another as rapidly 
as the students can come up with the right 
answers. 

Sometimes the teacher poses a series of hypo- 
thetical questions about an appliance which is 
connected and ready to operate on the stage. 
“What would you say is wrong with this appli- 
ance if it acts like this?” the instructor asks. 
The first man to answer correctly is invariably 
asked: “Why?” 

The instructor may partially disable the ap- 
pliance in a split second by aneat sleight of hand 
and then attempt to start it. “What’s wrong 
with this thing now?” he will ask. After illus- 
tration of numerous minor operating faults, 
another appliance of the same type—rigged 
with a more serious ailment—may be wheeled 
in for student diagnosis. 

Repairmen who attend updated service con- 
ferences using the above methods learn the 
most effective trouble-shooting techniques with 
lightning speed. 


So if you’ve heard that some service conferences 
were sessions for sweet sleep, take comfort now 
—for most students come away from their 
schooling better prepared than ever before to 
be appliance repairmen, not parts-changers. 





How to Spot a Parts-Changer 


Keep these points in mind when talking with your serviceman to help him do a better job. 





Your Serviceman as a Diagnostician 

1 Does it annoy him to have a customer 
breathing down his neck while he tries to locate 
the cause of an appliance failure? 

2 Does he fully understand the operating 
principles of all the appliances assigned to him? 
If not, which ones? 

3 Does he have trouble, even off and on, lo- 
cating faults quickly in certain appliances with 
a minimum of disassembling? If so, which ones? 














His Service Schools 

4 Do you feel that he could work with more 
confidence on certain appliances if he took 
special supplementary training? If so, for which 
appliances? 

5 Does he attend all the manufacturer and 
jobber service schools and conferences to which 


he is invited? If not, which ones has he missed 
in the last year or so? 


His Instructional Literature 

6 A serviceman’s library is one of his most 
indispensable tools. Are there necessary manu- 
als, supplements, handbooks’ or even basic text- 
books that are lacking in his? Which ones? 

7 Has he been receiving service-manual 
supplements soon enough—well before he 
needed the information they contained? If not, 
which ones in the past year or so arrived too 
late? . 

8 Does he promptly and carefully study the 
supplements, as they arrive, on new models 
and improved servicing techniques? 

9 Does he consult his service counselor 
promptly for aid when some new appliance 
feature or some improved servicing technique 
recommended by the manufacturer is not quite 
clear to him? If not, why not? 








His Basic Skills 

10 Even a general appliance serviceman has 
an inclination to specialize: He is likely to ex- 
cel in one of the three basic skills demanded of 
him. These basics are electrical science, mechan- 
ics and refrigeration. Which is his best field? 
(Circle one of them.) Which of the two others 
is his second best? (Write the figure 2 over the 
appropriate word.) 


11 Do you feel if he took an advanced course 
in the basic skill that you rated third that he 
might be able to advance more rapidly in his 
career? 
wee { >): Hest) 





His Tools : 

12 Have I failed to provide him any essential 
aids for locating appliance faults quickly and 
with a minimum of disassembling? Yes (_ ) 
No (_) If so, which ones? 

13 Are tools and testers adequate and in good 
condition? Yes ( ) No (_) 





His Concluding Statement 


14 Ask him if he has any comments or wishes 
to modify any of his answers. 
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New. o% night down to the pressroom. Before EM Week (remember 
those dreary days?) no appliance publication had ever been produced like this. Like 
what? Like EM Week is, by high-speed, heat-set, roll-fed litho presses. . . on clean, 
white, opaque paper. And that’s just swell — but what does it mean to you? It means 
our editors and advertisers alike can bring you the news faster... without production 
lag... more attractively . . . in an every-Monday, easy-to-read package. New — you 
bet, and useful...which is why every Monday the Pros read 









ELECTRICAL 


MERCHANDISING, 


' 






















































A McGraw-Hill Publication ABC-ABP 


FEBRUARY 29, 1960 


REVOLUTIONARY NEW AIR PURIFIER! 
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NEW 600 MILLIAMPERE ultraviolet germicidal lamp is installed inside 
Cool-r-Purifier cabinet along with special ballast and starter. Lamp 
easily replaced by housewife. Kills air-borne germs before they spread. 
Suggested retail price for Cool-r-Purifier, $74.95. Accessories include 
roll-away tables, shut-off timer, odor removing carbon filter. 


F- yRIAING 
8 eit €RS 


Write, wire or phone to have your 
TravelAire representative call! 


NEW 
GERM- 
KILLING 


| COOLER! 


Radiation from 18-inch electronic germicidal 
lamp destroys airborne bacteria, viruses, and 
fungi at any of three air speed settings ... with 
or without cooling. Now homes and offices can 
have hospital-clean air. New TravelAire Cool-r- 
Purifier* also removes dust, lint and allergy- 
irritating pollen by filtering and washing the air. 
Removes odors with accessory activated carbon 
filter. Humidifies in winter to relieve nose and 
throat dryness! 


Now everyone can enjoy hospital-type air disinfection at home 
and at the office! Used in schools, hospitals, military sleeping quar- 
ters. Completely shielded and safe. Kills bacteria, viruses, fungi at 
any of three air speed settings... with or without cooling! THE 
EXCITING NEW COOL-R-PURIFIER HAS OVER 12 TIMES 
MORE CAPACITY THAN DESK-TOP STYLE AIR PURIFIERS! 


MULTIPLY YOUR COOLER SALES with the multiple 
sales appeal in the 1960 TravelAire line! 
First in sales: 1954, 1955, 1956, 1957, 1958, 1959. 


COROBEX®* SELF-PURIFYING FILTERS in all models! 
Another TraveiAire selling bonus for 1960! Corobex is 
a chemical wonder discovery that renders all Travel- 
Aire cooling filters germ-proof, odor-proof, and 


mildew-proof for the entire life of the filter! 
*Patent pending 


The Leadership Line... outsells wey portable cooler line wery, year! 


MODEL 890 
fet-T-1 Pi gael 1 t¢ 14 


Nikole) 1am: tclo Mmm tc Pm: ) MODEL 860 $44.95 


Budget-priced leader ! Deluxe personal cooler! 


METALAIRE PRODUCTS COMPANY 

560 S. 15th Street e P. O. Box 1712 @ Phoenix, Arizona 
Division of International Metal Products Company — 
World’s Largest Manufacturer of Evaporative Coolers 


$54.95 


Cooler-Heater-Humidifier ! 


MODEL 960 $64.95 


Deluxe room cooler! 


MODEL 990 


Cool-r-Purifier $74.95 MODEL 1060 $84.95 


New germ-killing cooler ! Automatic room cooler! 


Prices shown are suggested retail. 


PORTABLE AIR COOLERS 
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e one 5-foot base cabinet made as one unit @ drop-in sink 
bowl of quality porcelain enamel ¢ heavy chrome mixing 
faucet ¢ continuous counter top @ doors open to reveal 
4 pull-out ‘‘shelf-drawers” e 3 Youngstown Kitchens 
wall cabinets @ price: $289.95 nationally in Honeywood. 
Monterey Beige Steel or White Steel Uni-Pak sells for 
$259.95 ! 


Look what’s back of the New UNI-PAK! 


This Kitchen is Advertised Nationally at $289.95 in these Magazines. 


House Beauliful 


teaotifahs {Or Pace SN th y a 


[lousedbarden 


e of WOOD 


J 61 CALL ON 
PRINCESS 
GRACE 
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You’ve never before sold a kitchen like this 
for *28995...and made your full markup! 
saab 


It’s YOUNGSTOWN KITCHENS New UNI-PAK Package Kitchen 





a: Amenican-Standard 


feo Wan YOUNGSTOWN KITCHENS DIVISION 





ELECTRICAL MERCHANDISING WEEK 





To make this new economy package kitchen, Uni-Pak’s 
new design and construction methods let you pass on 
real savings to your customer... offer her a complete 
kitchen at a new low price...easy, economical to in- 
stall...and still make your full profit. Never before have 
you been able to offer such a quality kitchen at this price. 
Here are two ways to make sure she'll get the news: 


plus... 


EXCITING POINT-OF-SALE 
MATERIAL! 


BIG BROADSIDE MAILER! 
COMPLETE PROMOTION KIT! 


Tie in now for your most profitable spring season 
yet! Contact your Youngstown Kitchens distributor 
now! Or mail this coupon to: 


American-Standard, Youngstown Kitchens Div. 
EM—2-60, Warren, Ohio 

Please rush information on the new Uni-Pak Package 
Kitchen. [) Please have representative call. [F 
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PRODUCTS 


FEATURES THIS WEEK 


Casco iron e Iona blender e Bissell, Glamorene and 
Regina floor cleaners e Westinghouse, St. Charles, 
Davis and Coppes kitchen units e RCA Whirlpool 
and Rheem gas appliances e Quicfrez refrigerators 


i 


RCA-WHIRLPOOL 


Gas Refrigerators 


Three new RCA-Whirlpool “No Frost” 
gas refrigerator-freezers are intro- 


RCA-WHIRLPOOL GAS REFRIGERATOR GA-1400 





duced; all have 13-cu.-ft. capacity; 
have thin-wall urethane foam insula- 
tion; “million magnet” door gaskets; 
squared-off architectural styling for 
flush to side walls and back installa- 
tion. Top of line GA-1400 features 
Jet Cold shelf: hollow glass shelf 
through which passes a current -of 
cold air for quick chilling of desserts 
and beverages; redesigned automatic 
Ice Magic icemaker makes and stores 
cubes in reach-in-bin; air conditioned 
meat chest; giant twin crispers; glide- 
out shelves; in 1960 models the ab- 
sorption system weight has been re- 
duced 50%. 

All models are “No Frost,” have por- 
celain enamel interiors; GB-1400 and 
GC-1400 have lever-action ice trays 
for Ice Magic; GC-1400 eliminates Jet 
Cold shelf and meat chest and replaces 
twin crispers with full-width crisper. 
Whirlpool Corp., St. Joseph, Mich. 
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BISSELLectric Sweep Master-Scrub Master 


a 


A single power unit handle with in- 
terchangeable attachments for vac- 
uuming carpets and bare floors, also 
for scrubbing hard floor surfaces, is 
announced by Bissell. The power unit 
handle has’ completely sealed, 220 
watts, 14,000 rpm motor. 
Bissellectric Sweep Master vacuum 
cleans all types flooring through a 
special snap-on attachment; a high 
impact, non-shatterable tank holds a 
disposable bag with 3 lbs. capacity. 
Scrub Master floor washer has a 
foot pedal for releasing clean water 
and a special cleanser for washing 
floors. After scrubbing, the appliance 
vacuums up dirty water into an inner 
tank; dirty water is never reused; 
special de-sudsing bar prevents dirty 
water or suds from overflowing. 
Price, Scrub Master with power unit 





handle and attachment, $39.95; Sweep 
Master with attachment and handle, 
$34.95; both, plus handle, $59.95. 
Bissell, Inc., Grand Rapids, Mich. 








GOLDEN CUSTOM DELUXE POLISHER, LEFT; 
ELECTRIKBROOM, RIGHT 


REGINA Floor Appliances 


Regina’s expanded 1960 line includes 
one new floor polisher model and two 


new versions of the Electrikbroom. 
With the introduction of Regina’s 
Golden Custom Deluxe model, the 
line now features a budget-to-luxury 
line of 5 polisher-rug cleaners. 
Golden Custom Deluxe No. 870 fea- 
tures twin scrubbing-waxing brushes; 
twin polishing and _ rug-cleaning 
brushes; 2 lamb’s wool buffing pads; 
rug cleaning attachment; pushbutton 
automatic liquid dispenser for suds, 
wax or rug cleaning fluid. Three 
other models: Nos. 460; 560, 770. 
Two new Electrikbrooms joining the 
No. 600 are Nos. 700 and the Golden 
Beauty No. 800. No. 700 features a 
silver finish combined with green in 
a new streamlined style; Golden 
Beauty No. 800 is more elaborately 
detailed version of the No. 700. 
Prices, polishers from $39.95 to $64.95; 
Electrikbroom, $39.95 to $49.95. The 
Regina Corp., Rahway 2, N. J. 





IONA Blenders 


One of the outstanding features of 
the new Ionablend blender is a han- 
dle for easier pouring of hot soups 
or iced beverages; cloverleaf-shaped 
jar can now be used as a carafe at 
the dining table. 

It chops, grinds, purees, liquifies, 
blends. Molded-in baffles give a tur- 
bo action within the jar. 

Has 2 speeds; and is available in 
several finishes: chrome with black 
trim, beige with brown trim, or white 
with black trim. 

Also announced is the “Coronet” 
without a handle; its king-size jar 
has 44-oz. capacity; a 2-speed motor; 
stainless steel blades; a new neo- 
prene clutch assembly which per- 
mits removing and replacing the jar 
with the motor of the blender still 
running. 





Prices, Ionablend, $28.98 in chrome; 
$26.98 in other color combinations. 
“Coronet,” $19.95. Iona Mfg. Co., Man- 
chester, Conn. 


|ONABLEND BLENDER 





WESTINGHOUSE 
Kitchen Units 


Two L-shaped wood kitchen units, 
complete with sink, Micarta counter- 
tops built-in platform and ovens, 
measure 9 ft. wide with an “L” re- 
turn of 3 ft., 9 in. 

Units include cabinets of heirloom 

maple; Westinghouse 4-unit platform 
built-in range No. PBA-20 with re- 
mote controls; one 8-in. and three 
6-in. surface tilt-out units; no-drip 
edge; aqua, pink, yellow or copper 
countertop colors. 
Fairlawn has a 17-in. built-in oven, 
OBA-21, with spread even heater; 
electric timer clock; single dial oven 
control. Cabinets include a_  60-in. 
base and corner base, oven cabinet, 
30-in. wall cabinet and wall unit. 
Porcelain enamel sink is 21x20 in. 
with chrome mixer faucet. 





Arlington features Imperial oven 
OHA-30, lift-off door, spread even 
heaters; 84-in. base and wall cabi- 
nets, diagonal corner wall, 21-in. wall 
and corner base; same sink as Fair- 
lawn; Micarta tops white or yellow. 
Prices, both under $700. Westing- 
house Electric Co., Mansfield, O. 


WESTINGHOUSE ARLINGTON KITCHEN, OHA-30 
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CASCO Sprinkle Spray Steam Iron: Stainless Steel 





Casco announces the introduction of 
a tap water spray iron No. N-5, which 
has the following features. All criti- 
cal parts are of stainless steel there- 
fore plain tap water can be used; 
easy to fill through Casco’s reservoir 
top which is located under the handle 
assembly. 

A touch of the “magic” button at 
fingertip on top of handle, and you 
automatically sprinkle-spray clothes 
with gently warmed water. 

Features include high styling; extra 
light weight—4% lbs.; 1000 watts, 110 
volts; also available in 220 volts; red 
or black handle; saves much ironing 
work—no more pre-dampening of 
heavy cottons and linens or other 
fabrics. 

Price, $23.95. Casco Products Corp., 
512 Hancock Ave., Bridgeport 2, Conn. 








QUICFREZ Refrigerators 


The 1960 Quicfrez refrigerator line 
features four “Golden Glow” models 
with gold-colored shelves and “square 
look” styling. 


Imperial OIR-136 has _ 13.6-cu.-ft. 
capacity; holds 56 lbs. frozen food; 
automatic defrosting; butter and 


cheese keepers; egg storage ‘shelf; 3 
Handi-dor shelves; vegetable crisp- 
ers; safety latch door. 

ORR-112 Regal has 11.2-cu.-ft. ca- 
pacity; Quic-cool refrigeration place; 
automatic cycle defrosting; butter 
and cheese keeper; egg storage shelf; 
3 Handi-dor shelves; vegetable crisp- 
er; adjustable shelf. 

Stylist, OSR-112 has 11.2-cu.-ft. ca- 
pacity; holds 36 lbs. frozen food; 3 
Handi-dor shelves; 1-lb. butter keep- 
er; Chil-tray; optional crisper. 
Custom OCR-90 has 9-cu.-ft. capacity, 





holds 32 Ibs. of frozen _ food. 

Recessed Twins, matching refrig- 
erators OSBR-7 and OSBRP-7 and 
freezers are also available. Quicfrez 
Inc., Fond Du Lac, Wis. 
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QUICFREZ REFRIGERATOR OIR-136 
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Hotpoint’s 1960 food freezer line con- 
sists of three upright freezers and 
four chest type models. 

Newest of the line is the 17.3-cu.- 
ft., 2-door upright No. FR17A, which 
holds a total of 606 lbs. frozen food. 
The lower compartment holds 231 
Ibs.; the upper compartment 375 lbs. 

Like the top model Hotpoint com- 
bination refrigerator-freezer CP18A, 
this freezer unit fits into a floor 
space formerly occupied by freezers 


with 12-cu.-ft. capacity because of 
the new “Wonderwall” insulation, 
which is 50% thinner than for- 


mer models in line. Walls in the 1960 
models are only 1% in. thick. 
Freezer basket on bottom section 


HOTPOINT 17-CU.-FT WITH 


"WONDERWALL 





HOTPOINT 1960 Freezer Line 





y¥ 


of new upright swings out, as does 
the freezer basket on matching 
CP18A. 

Other features include an auto- 
matic temperature control; 7 door 
shelves for greater storage flexibility 
(5 on upper door and 2 on lower 
door); a special juice rack that loads 
from the top and dispenses from the 
bottom; a reserve ice cube container 
that holds 5 doz. cubes; built-in locks 
for both doors; space-age dual light- 
ing in both sections; automatic tem- 
perature control; natural draft con- 
denser. 

Two 12-cu.-ft. upright food freezers, 
the medium priced FP12A and the 
budget priced FL12A, both have 423 
lbs. freezing capacity. Medium priced 
FP12A features a slide-out basket; 
special juice rack dispenser which 
holds 25 standard 6-oz. juice cans; all 
shelves fast-freezing; tilt-down door 
racks; Magna-seal door. Budget- 
priced FL1I2A does not have juice 
rack nor slide-out basket. 

Chest type freezers are offered in 
sizes ranging from 438 lbs. for FJ13A 
to a 2-door model with 914-lb. capac- 
ity, FK26A. 

Sizes and models are: FJ13A, 12.5- 
cu.-ft. capacity holding 438 lbs; FK- 
17A with 17-cu.-ft. capacity and hold- 
ing 599 lbs; FK20A, 19.6-cu.-ft. capac- 
ity holding 686 lbs.; FK26A with 26.1- 
cu.-ft. capacity and holding 914 lbs. 

Features include sliding baskets for 
easy storage and food removal; alu- 
minum “silver lining” to give quick 
freezing in any section; vertical divid- 
ers; automatic temperature - control; 
built-in lock; light-touch safety latch; 
baked enamel finish; interior lid light; 
5-year warranty. Hotpoint, Inc., 5600 
W. Taylor St., Chicago 44. 

















ST. CHARLES Kitchens 


Newest addition to line is the Classic 
with wood front styling in several 
finishes; choice of decorative vinyl 


ELECTRICAL MERCHANDISING WEEK 





in kitchen or 


can be used 
throughout the home, separately or 
with other furniture; attractive, easy- 


inserts; 


to-use slim-line pulls. St. Charles 


Mfg. Co., St. Charles, Hl. 





GLAMORENE 

Electric Rug Brush 
Glamorene announces a new electric 
rug brush No. UL for use with Glam- 
orene dry-cieaner powder to clean 
carpets or rugs. 

Rugs are easy to clean by sprinkling 
dry-cleaner over rug, then guiding the 
electric rug brush over carpet; its 8 
miracle-action brushes do the work as 
they apply the dry cleaner through the 
rug fibers; cleans room-size rugs, wall- 
to-wall carpeting; sturdy; lightweight, 
it dry cleans a rug of average size in 
less than 15 min. Suitable for all fine 
carpets except cotton. 

Price, electric rug brush, $59.95; half- 
gal. dry-cleaner, $2.49; gal. dry- 
cleaner, $3.98. 

Special rental offer on brush is also 
available. Glamorene Inc., 270 Park 
Ave., New York, N. Y. 








PREWAY Built-In Ovens 


Preway announces 1960 built-in elec- 
tric and gas ovens designed to provide 
a “deep look” to the control panel: 





new oven control panel designed 
through the use of transparent plastic 
and full glareless lighting. 

Another feature is a wider oven door 
and furniture-finished wooden bar 
door handles—walnut in some units. 
No. 2309 electric and No. 2719 gas 
oven are top line models; other ovens 
in line will have similar new design 
treatment. 

No. 2309 and No. 2719 are 40% 
in. high overall, 224% in. wide and 25- 
in. deep; automatically controlled. The 
electric oven is a dual oven; gas oven 
is single oven type with extra large 
broiler; both come in stainless steel; 
provincial copper, yellow, white, tur- 
quoise or pink porcelain enamel finish 
is available. 

Prices, dual electric oven, about 
$287.00; copper or stainless gas de- 





STANTHONY Char-Broiler 


A new large-capacity twin unit ver- 
sion of Stanthony’s “Electramic” Char- 
Broiler is announced. A 110/220 volt 
“‘stack-on”’ model features 2 electramic 
elements over ceramic Cerra-Coals; 


gives “outdoor-flavored” char broiling 





indoors with controlled radiant heat. 

Deluxe Char-Broiler No. 57B has 
twin 110-volt units which may be 
used independently or simultaneously 
with single or dual motorized rotis- 
serie units mounted lengthwise or 
crosswise over one or both elements 
as needed; handles up to 24 lbs. meat; 
two 12-lb. rolled roasts on 2 rotisserie 
spits. For broiling, the jumbo-size 
grill holds2 doz. hamburgers; features 
include 2 continuous heat control 
knobs; master switch; cooking timer 
with signal; adjustable tilting mecha- 
nism for grill and rotisserie, grease 
run-off and flare-up control; grill and 
reflectors lift out; drip pan slides out 
like a drawer for cleaning; unit 
mounts on 24x24-in. base; stainless 
steel top; hardwood cover fits flush 
when broiler is not in use. Stanthony, 








luxe, $311.95. Preway Inc., Wiscon- Corp., 5341 San Fernando Rd., Los 
sin Rapids, Wis. Angeles 39, Calif. 
ULTRAFLO Sink back splashboard; Ultraflo principle RHEEM 1960 Gas Water Heater Line 


Low-voltage pushbutton controlled 
solenoid valves which may be opened 
and closed in various combinations to 
provide water that is hot, cold, warm, 
extra warm, full flow, gentle flow, 
soft or hard are a feature of Ultraflio’s 
latest pushbutton sink for bathroom, 
tub or shower units. For kitchen units 


buttons ire arranged on compact 


control panel—on wall, countertop or 


mixes warm water at heater instead 
of fixture, cuts down on long run of 
hot water pipe; one supply line re- 
places hot and cold water lines—only 
warm water, not hot is exposed to 
heat loss in run, results in lower heat 
loss; with smaller pipe there is less 
warm water left standing in run; 
actuated by low-voltage “doorbell 
type” current at 24 volts, transformer 
fits into a compact, enclosed valve 
case along with relays and valves; 
case mounts on wall as close to water 
heater as possible; on each run sole- 
noid valve controlling hot water and 
another controlling cold water is a 
feature. When “warm” button is 
touched both hot and cold valves 


open; another solenoid valve opens 
for a full flow of water. American 


Sanitary Mfg. Co., Ultrafio Div., Ab- 
ingdon, Ill. 





Highlight of Rheem 1960 water heater 
line is a new concept in water heat- 
ing, the “30-Plus” gas water heater 
system that performs as a 30-, 40- or 
50-gal. unit by adjusting a simple 
control which provides amount of 
water at proper temperature as need- 
ed instead of just giving hotter water. 

Controls that change hot water 
production are completely variable 
to suit a given household’s hot water 
needs at turn of dial. 

Features include a variable Btu 
input which adjusts speed of recovery 
and resultant number of gals. pro- 
duced per hr.; an integral pressure 
regulator built into Robertshaw con- 
trol relieves inventory problem of 
pressure regulators and interdepend- 
ence regulation of regulator and con- 
trol. 


Available with Rheemglas or Cop- 
permatic tank depending on local 
water chemistry. Rheem Mfg. Co., 


7600 So. Kedzie Ave., Chicago 52. 
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COPPES Kitchen Cabinets 


The new Coppes “Contessa” line of 
hardwood base and wall cabinets de- 
signed and priced for builders is an- 
nounced. 

The line is available in a series 
of more than 100 components in Roy- 
al Sand or Regal Fruitwood finish 
with matching or contrasting hard- 
ware, at the lowest builder’s cost in 
17 years, the manufacturer says. 
Coppes, Inc., Nappanee, Ind. 





LEIGH Range Hood Display 


Leigh’s portable range hood display, 
RH-1, has No. 5430, 30-in. hood on tu- 
bular steel stand which can be tipped 
backwards to show underside of hood; 
4 rubber bumpers protect desks; beige 
enamel stand and backboard; chrome 
carrying handle allows entire display 
unit to be carried like a _ suitcase; 
measures 15x31x19% in. overall. 
Leigh Products, Div. Air Control 
Products Inc., Coopersville, Mich. 








DAVIS Console Kitchen 


Redesigned console kitchen has stain- 
less steel top and sink, new cutlery 
drawer, 6-cu.-ft. refrigerator with 
pull-out drawer, magnetic door. Davis 
Products Co., Niles, Mich. 





PROCTOR Toaster 


“Butterfly-Design” toaster for jewelry 
stores has Select-ronic color beam 
automatic control; jet speed element. 
Proctor Electric Co., 700 W. Tabor 
Rd., Philadelphia, Pa. 
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NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 
PRODUCTS 





Another first from Ronson! 


New! Hood ’n’ Comb Hair Dryer. Only hair- 
dryer with unique comb-dryer attachment that 
blows warm air right through the comb. Hood, 
comb, hose, dryer...a complete home hairdressing 
salon...the biggest package on the market. Avail- 
able in pink or blue. Suggested retail: $19.95. 


One year free service on 
all Ronson products. 77 
national service outlets. 


Ronson Corp., Woodbridge, N. J. 











PHONOLA Portable Phono 


Phonola’s newest portable phono 
featuring triple source stereo sound, 
No. 4459, has 5-speaker operation 
from 3-sound sources; a diamond 
needle that plays up to 1200 LP stereo 
albums is standard and a sapphire for 


PHONOLA PORTABLE PHONO NO. 4459 





78’s, a 45 spindle are also included. 
Phonola’s triple source _ stereo 
sound features a heavy duty Alnico 
V 9x6-in. speaker in main unit; a 
5%-in. speaker plus 15-in. whizzer 
comes in each side speaker housing. 
Enough cord is supplied for a 30- 
ft. stereo speaker spread; changer is 
4-speed; vibration-free; extra thick 
motor board; plays ten 12-in. records 
and intermixes different size records. 
Four controls include: dual pots for 
volume; bass and treble; balance con- 
trol for personal stereo channel 
equalizing; 18-w peak output. 
Comes in new contoured design of 
thick wood, covered in Scotch mist 
grey and antique white leatherette. 
Cabinet is 19 in. wide, 11 high, 22 
deep; each remote speaker is 9% in. 
wide, 634x4 in. deep. 
Price, $159.95. Waters Conley Co., 
Rochester, Minn. 











MOTOROLA FM Car Radio 


Motorola announces a transistor-pow- 
ered FM car radio; compact in size, 
designed for under-the-dash-installa- 
tion, the FM-900 has been engineered 
as a complete unit including its own 
speaker to operate independently of, 
or in addition to, the car’s AM set. 

This set is capable of reproducing 
full range of audio transmitted by 
FM stations; powered by 3 transistors 
and 7 tubes, it features a full 15- 
watt peak power; reproduces entire 
hi-fi range from 50 to 15,000 cps.; 
can be used in any 12-volt auto built 
since 1955 or any other 12-volt car 
with negative ground ignition sys- 
tem; requires no _ special antenna; 
uses regular car antenna; if an an- 
tenna is already installed for AM 
set, the FM set can share this; can 
be readily removed from one car to 


another; designed to complement any 
ear interior. 

Motorola also announces its 1960 
line of 13 car radios including uni- 
versal and custom models, manual 
and pushbutton plus models for 


trucks, boats, foreign or sports cars. 


Price, $125. Motorola, Inc., 4545 W. 
Augusta Blvd., Chicago 51. 


MOTOROLA CAR RADIO FM-900 


Soa 
i 36 100 











THIS BRAND 
vata | OPENS 


CHANGE 
YOUR ADDRESS | NEW FRONTIERS 
ASS [FOR PROFIT! 


Be sure to notify us at 
once, so future copies of 
ELECTRICAL MERCHAN- 
DISING WEEK will be de- 
livered promptly. 

Also make certain you 
have advised your local Post 
Master of your new address 
so other important mail 
doesn't go astray. 

Both the Post Office and 
we will thank you for your 
thoughtfulness. Mail the in- 
formation below to: Sub- 
scription Dept., ELECTRI- 
CAL MERCHANDISING 
WEEK, 330 W. 42nd St., 
New York 36, N. Y. 





AMERICA’S FAVORITE PORTABLE 
ELECTRIC CLOTHES WASHER 


NEW More than 2 MILLION of these 
small washers are in use today ! They 
Name : give big washer results with tuck- 


away convenience—and handle a - 
3-lb. load. Automatic timer. Handy 
City drain valve. Wringer available. This 
is actually the biggest electric 
washer value in America today! 


Address 


Zone State ; 
Title Model 2612 Retail $44.50 
specialize in profits with 

OLD 4 Silex appliance specialties 


Company 


Name 

Address 

City 

Zone State 
ELECTRICAL 


MERCHANDISING 
WEEK 


330 W. 42nd St., N.Y. 36, N.Y. 





The Silex Co., 6333 W. 65th St., Chicago 38 
in Canada—The Silex Co., Ltd., Iberville, P.Q. 














What Can Dealers Do 
About Charity Ads? 


You can’t turn down every request you get for charity ads 
but you can make sure that you get maximum benefit from 


those you do buy 


Every retailer in a small com- 
munity or neighborhood area is 
fair prey for the well-meaning 
citizen soliciting “ads’’ for his club 
paper, association magazine, or 
some other type of souvenir journal 
designed to produce revenue for the 
group producing it. 


For the retailer with a _ limited 
advertising budget, or who is de- 
termined to use his money only in 


productive advertising media, the 
direct solution is simply to say “no” 
in as polite a way as possible. One 
dealer refers all solicitors to his 
outside advertising man, with 
whom he has an understanding that 
all requests are to be rejected un- 
less otherwise indicated in advance. 


If, beause of special circumstances, 
the solicitor cannot be denied, here 
are some methods of getting the 





ELECTRICAL MERCHANDISING WEEK 


best return for the expenditure: 

(1) A suburban Philadelphia 
dealer had cards printed with space 
for five names and addresses; the 
solicitor’s name and the name of 
his publication. The solicitor is told: 
“If you send in five customers who 
purchase not less than $25 worth 
of merchandise each, we’ll take an 
ad. This card will be the record.” 

(2) A variation of this plan is 
to obtain the name, address and 
birth date of each adult in the so- 
licitor’s family, with an under- 
standing that the family will buy 
birthday gifts from the dealer. 

(3) When the friend is soliciting 
for a journal with a good back- 
ground, such as a charitable or re- 
ligious association, the situation 
should be so treated. The dealer can 
even disregard the advertising as- 
pect, make an outright contribution 
to a worthy cause. 





o 


Sundays, George W. Noblett, Jr., likes to relax on his boat, Sanomo IV. 
Weekdays, he skippers his own Frigidaire dealership in Kilmarnock, 
Va. where George has held a Frigidaire Franchise for 19 years. Why 


Frigidaire? Here’s his answer: 





‘Frigidaire takes my franchise seriously 


“Lip-service is one thing. Really supporting a franchise 


is something else again. Frigidaire always lives up to 


its side of the bargain. In 19 years I’ve never seen them 


Every Frigidaire dealer franchise is our franchise, too. 


We couldn’t attract the best dealers if we said one Ul FRIG ID 
thing and did another. And we’re more interested in — AIRE 


PRODUCT OF GENERAL MOTORS 


having the best dealers than in having the most dealers. F 




















upset the market or weaken my position as a dealer.” 
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Why Do People Buy From YOU? 


Believe it or not, “reliability”? means more than price 
to the average purchaser. That’s just one of the inter- 
esting findings in “Look’s” new appliance survey 


Another one is that the appliance 
dealer enjoys an enviable reputa- 
tion for reliability. 

He’s not alone, of course. Cus- 
tomers say they trust other types 
of outlets, too—but dealer custom- 
ers more often stress reliability 
over price than do those who buy 
their appliances elsewhere. 


Why they buy. Price seems to be 
more important for kitchen appli- 
ances than for other items, since 
a not-inconsiderable 29% of all 
respondents said it was most im- 
portant in their where-to-buy de- 
cision. But a solid 45% cited relia- 
bility as their reason for buying 
kitchen appliances where they did. 
And more than half of those who 
bought their kitchen appliances 
from a dealer said reliabilty was 
the reason why. 

Reliability is an invisible sales- 
man who helps the dealer ring up 
a whopping two out of three sales 
of electric ranges and clothes dry- 
ers. The appliance dealer’s share 


1. WHERE THEY BUY 





KITCHEN 
Electric Refrigerator 
Gas Range 

Electric Range 

Sep arate Freezer 


HOME 

Gas Water Heater 
Electric Water Heater 
Tank Vacuum 

Upright Vacuum 

Electric Sewing Machine 
Automatic Clothes Washer 
Wringer Clothes Washer 
Electric Clothes Dryer 
Gas Clothes Dryer 

Air Conditioner Unit 


TELEVISION 
Black & White TV 


2. WHY THEY BUY 


KITCHEN APPLIANCES 
Ail stores 
Appliance stores 
Other outlets 


HOME APPLIANCES 
All stores 
Appliance stores 
Other outlets 


TELEVISION 

All stores 
Appliance stores 
Other outlets 


APPLIANCE | DEPARTMENT | DISCOUNT 
STORE HOUSE 

55% 16% 8% 

51 13 7 

66 17 4 

49 16 6 

63 ll 4 

64 12 

43 12 9 

35 19 1l 

3 19 4 

53 18 4 

53 12 

65 12 

54 ll 6 

55 8 18 

4] 14 9 

AUTHORIZED 
RELIABILITY PRICE DEALER 

45% 29% 17% 

51 23 21 

37 36 13 

42 24 25 

4] 19 27 

38 28 24 

i A cee ememmmeenl 

26 15 

42 23 14 

38 KI 16 








of the market tumbles below the 
50% levei on sales of only three 
major appliances: the separate 
freezer, the vacuum cleaner and 
black and white TV. 


Where they buy. Here’s how the 
competition stacks up: 

Department stores and mail order 
firms nab 16% each of current sep- 
arate freezer sales, while door-to- 
door salesmen account for over one- 
fifth of vacuum cleaner sales. Radio 
and TV stores claim almost one out 
of four customers for black and 
white sales. But even here—where 
the dealer is weakest—he bags more 
than 40% of sales. 

Biggest inroad of the discount 
house is on air conditioner unit 
sales—for 18% of the market. De- 
partment stores score their best 
when selling the upright vacuum 
cleaner, electric sewing machine, 
and automatic washer. But it’s still 
the dealer who closes more than half 
the sales of electric sewing machines 
and automatic washers. 

























How they buy. ‘“Look’s” survey of 
4,808 representative U. S. house- 
holds shows credit continues to 
help everybody sell appliances. 

Sales on credit—installment plans 
and charge accounts—now outnum- 
ber cash transactions, the survey 
finds, for all but three major ap- 
pliances: the electric range, the 
vacuum cleaner and the gas water 
heater. 

A 59% majority of separate 
freezer sales is on the installment 
books, while another 3% appears on 
charge accounts. And _ wringer 
clothes washers are credit: items 
three times out of five. 

Purchases of clothes dryers ap- 
pear more readily on charge ac- 
counts than do purchases of -any 
other major appliance item. Clothes 
dryers are charge account items 
12% of the time, the survey finds. 
And more than one out of ten elec- 
tric range and refrigerator sales are 
charge account transactions. 


Are they satisfied? With buying in- 
terest high, credit experience con- 
siderable, and concern for reliability 
great, what do customers feel about 
the brand of appliances they al- 
ready own? Here’s a summary of 








MAIL FURNITURE | PRIVATE 
STORE | PERSON 
6% 5% 5% 
6 7 0 
3 
16 
4 
7 
4 3 4 
4 
6 3 
16 4 
R 12 5 
M4 
18 
4 
4 4 








3. ARE THEY 
SATISFIED? 

2A a 
KITCHEN APPLIANCES 
Electric refrigerator 
Gas refrigerator 
Electric range 
Gas range 





HOME APPLIANCES 
Automatic clothes washer 
Wringer clothes washer 
Electric clothes dryer 
Gas clothes dryer 

Air conditioner (unit) 
Gas water heater 
Electric water heater 
Electric sewing machine 
Tank vacuum cleaner 
Upright vacuum cleaner 












Black & white TV 


what the “Look” survey discovered 
about brand satisfaction: 

e On no appliance item does 
brand satisfaction fall below 50%. 
And active dissatisfaction—where 
the respondent definitely would 
switch to another brand—never 
mounts above 25%. 

e Customers are most loyal to 
brands they now own of gas and 
electric clothes dryers and auto- 
matic clothes washers. 

Gas ranges drew more complaints 
on servicing than any other major 
appliance. More than one-fourth of 
the respondents who required serv- 
ice on their gas ranges during the 
twelve months preceding the survey 
(conducted March 5-April 2, 1959) 
were unhappy with the service they 
got. And about 70% of these dissat- 
isfied customers placed the blame 
on the serviceman’s shoulders. 

Of respondents requiring service 
on their electric refrigerators, 15% 
were dissatisfed with service re- 
sults. Chief blame fell to the man- 
ufacturer. 

But only 12% of customers need- 
ing TV repairs were unhappy with 
the service they received. The serv- 
iceman took most of the blame for 
any difficulties. 


















DOOR RADIO & 
TO DOOR TV STORE 

5% 

6 

10 

13 

8 

17 

21 4 
18 8 

4 0 

5 

0 

9 

ll 

5 5 

24 4 

% would purchase [% would purchase | % don’t 
same brand different brand know 

62 15 23 
57 25 18 
16 20 
50 25 25 
70 14 16 
52 24 24 
72 13 15 
78 9 13 
67 12 21 
56 11 33 
59 ll 30 
68 16 16 
63 17 20 
64 15 21 
63 14 23 
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IF IT’S SATISFIED CUSTOMERS 
YOU WANT (in droves), then the room air condi- 
tioners you want are Chrysler. They’ve got the features 
(unique), the styling (golden), and the capacity (titanic) 
to clinch the sale. And, they’ve got the engineering (un- 
matched) to keep customers pleased for years. Want more 
proof your future lies with Chrysler? Send for your copy of 
the booklet, “It will pay you to take a long look ahead... 
with Chrysler Airtemp.” Do it today! 


Own a Dodge Dart for a Dollar! Your Chrysler 
Air Conditioner Distributor has the details! 


| > HRYSLER 
™&” J AIRTEMP 


Airtemp Division, Chrysler Corporation, Dept. P-20D, Dayton 1, Ohio 





ELECTRICAL 


| A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

(Smillions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
($ millions) 


FAILURES 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

{S$ millions) 


DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 — 100) 


EMPLOYMENT 
(thousands) 





LATEST | Preceding 
MONTH MONTH 
134 124 
17.4 17.8 
333 347 
295 290 
31 16 
15.9 82.3 
SP aoe ie | 8 a 
19.0+ 18.94 
340.64+) 335.14 
23.6 + 21.94 
125.5 125.6 
64,020 65,699 








YEAR 
AGO 


110 


17.6 


321 


292 


39 


87.0 


120.7** 


17.8 + 


322.9 + 


Z3.1 + 


123.7 


62,706 








MERCHANDISING WEEK 


THE YEAR 
SO FAR 


21.8% up* 
(Nov. 1959 vs. 
Nov. 1958) 
71.1% up 
(12 mos. 1959) 


9.9% up 
(12 mos. 1959) 


1.1% up 
(Dec. 1959 vs. 
Dec. 1958) 


20.5% less 
(Jan. 1960 vs. 
Jon. 1959) 
12.7% less 
(Jan. 1960 vs, 
Jon. 1959) 


31.5% up 


6.7% up 
(4th qtr. 1959 
vs. 4th qtr. 1958) 


55% up 
(4th qtr. 1959 
vs. 4th qtr. 1958) 
A% down 
(4th qtr. 1959 
vs. 4th gtr. 1958) 
1.4% up 
(Dec. 1959 vs. 
Dec. 1958) 
2.1% up 
(Jan. 1960 vs. 
Jon. 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960. 
**Figures are for the week ending February 20, 1960 and preceding week (revised). 


+Figures are for quarters. 


++Federal Reserve Bulletin figures (revised). 











A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 


FREEZERS 


INCINERATORS, Gos : 


RADIOS, Home-Portable-Clock ............ 
(production) 
RADIOS, Automobile (production) _..... 
TELEVISION (production) 0... 
ia Sola di eiacinaeie 
RANGES, Electric—Stondord ....... 
Built-in 2. ’ 
VACUUM CLEANERS 0. 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 
WASHER-DRYER COMBINATIONS . 
WATER HEATERS, Electric (Storage) 


WATER HEATERS, Gas (Storage) 





Dec. 
12 Mos. 


* Jon. 
* Jon. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
12. Mos. 


*Week Feb. 12 
6 Weeks 


*Week Feb. 12 
6 Weeks 


*Week Feb. 12 
6 Weeks 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


*Jan. 
*Jan. 
"Jon. 
Dec. 


12 Mos. 


Dec. 
12 Mos. 








1959 1958 % 
(Units) (Units) Change 
69,000 55,500 | + 24.32 
579,600 | 424,700 | + 36.47 
14,177 78,593 | — 5.62 
37,426 39,627 | — 5.55 
75,100 67,800 | +10.77 
774,400 | 616,500} + 25.61 
63,200 65,600 | — 3.66 
1,205,400 | 1,100,900 | + 9.49 
2,600 6,500 | —60.00 
4 44,300 51,800} —14.48 
216,947 | 172,382 | +25.85 
1,143,103 | 1,054,077} + 8.45 
141,871 | 105,936 | +33.92 
947,550 | 637,163 | +48.71 
129,510 | 111,982 | 415.65 
789,85) | 684,896 | 4-15.32 
282,600 | 286,900} — 1.50 
3,785,000 | 3,116,700 | +21.44 
79,800 84,300 | — 5.34 
933,800 | 810,000 | +15.27 
67,700 59,700 | . +13.40 
753,000 | 544,400 | + 38.32 
293,818 | 316,965 | — 7.30 
3,420,830 | 3,295,047 | + 3.81 
202,943 | 222,893 | — 8.95 
52,622 64,598 | —20.09 
13,964 16,922 | —17.48 
41,300 68,600 | —39.80 
757,600 | 823,500 | — 8.00 
195,400 | 207,300 | — 5.74 
2,957,200 | 2,673,400 | +10.62 








*1960 vs. 1959 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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TAKING STOCK A quick look at the way in which 


the stocks of 50 key firms within the industry behaved 


during the past week. 


This unique summary is another 


exclusive service for readers of EM WEEK. 



































48 
46 
44) 
42 
eee, 
3 ‘ _ 
50 
3 
aH 38 
* 
Weekly average for 50 stocks listed below 
34 
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2:2 5 
STOCKS AND DIVIDENDS 1959-1960 | CLOSE CLOSE NET 
IN DOLLARS HIGH LOW | FEB. 15 | FEB. 19 | CHANGE 
NEW YORK EXCHANGE 
Admiral 29!/2 17 19 20% | + 1% 
American Motors 2.400 9b, 25'/2 73% 73% = 
Arvin Ind. 1B 36% 234 23% 25%, | + If 
Borg Warner 2 48!/, 37% 43!/, 44\/, i %e 
Carrier 1.60 481/, 345% 38 2 | + % 
Chrysler | 725% 50% 60 59!/5 — 4k 
Decca Records | 21%, 17 18\/g 18\/ — 
Emerson Electric, | 381/, 33 351%, 35!/, ee 
Emerson Radio .50F 2645 12'/g 144%, 15'/2 +. % 
Fedders | 22'/g 16!/5 18!/> 18!/, oye 
General Dy. 2 66!/ 42s 46!/, 4834 + I% 
General Elec. 2 997/g 74 88!/ 895% + 1% 
General Motors 2 58%, 45 46 47% + 1% 
General Tele. 2.20 85!/z 60 764g 77 + 
Hoffman Elec. .60 37 22% 25\/g 25/4 + Vg 
Hupp CP. 3%F 13%, 5, 11/2 11%, - & 
Magnavox IXD 40% 31% 35% 35 — 
Maytag 2A 44!/, 32/4 40% 40!/, + 
McGraw-Edison 1.40 484, 37/4 449% 44 — 
Minn. Mining & Mfg. 1.60XD 182!/ iY, 1675 170!/2 + 2% 
Montgomery Ward 2 53'/ 40!/, 487 49 - 
Monarch 1.20 24 145 14%, 14% wail 
Motor Wheel | 23% 16 19% 20% | + ‘'h 
Motorola I!/2 177 57\/2 147 153 e 
Murray CP 31% 25% 27%, 27 — %, 
Philco 4G 36% 21 28!/, 30% | + '% 
R.C.A. 1B 73/4 43%, 62'/, 4, | + 2% 
Raytheon 3F 73% 43! 46!/ 46 —- % 
Rheem .60 30'/ 17% 22% 23% | + 1% 
Ronson .60 14% 10 10, 10% + 
Roper GD 34 16 16% 16% | — 
Schick 17%, 12 16, 16 — YY 
Siegler Corp. .10E 45'/, 23, 31% 32% 5 ae 
Smith A. O. 1.60A 64 44/4 47 44%, | — 2% 
Sunbeam |.40A 67 50 535% 55!/, + Il, 
Welbilt .10G 8Y/g 3% 5% th | + th 
Westinghouse 1.20 57/4 45!/, 49\/, 50!/, +. 1% 
Whirlpool 1.40 391, 28 293% 30/2 + ¥ 
Zenith 1.60 136% 87"/4 95/4 99/7. | + 4% 
AMERICAN EXCHANGE 
Casco Pd. .30G 9%, 45 855 8'/, — ‘tA 
Century Elec. '/2 Wi, 9'/g 9'/2 9% + 
Du Mont Lab. 9%, 6 8\/, 8\/, — kK 
Herold Rad. 12'/g 5\/ 6!/g b\/, a a 
lronrite .20 By, 5Y/, 7 7% ? 
Lamb. Ind. 5% 3V%e 5% | 5% = 
Muntz TV 7%, 1% 5% | Se | — 
Silex 10//, 2% 7% e + = 
MIDWEST EXCHANGE 
Knapp-Monarch _ 4%, | 44%, = 
Trav-ler Radio _ —_ 8, | 8% eae 
Webcor —_ i 10% — 
| | | 
A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock div 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-d 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1958, estimated ¢ 


value on ex-dividend or ex-distribution date 





ANALYSIS: For the first time 
since the new year, EM Week’s 50 
key stocks showed on the positive 
side. The average was up % pts. at 
36% for the week ending Feb. 19. 
Leading the upswing were elec- 
tronics: Zenith—up 4% pts., Motor- 
ola—up 6 pts., RCA—up 2%pts. No 
new highs were recorded during 
the week’s trading, although two 


issues registered new lows—West- 
inghouse and Magnavox. Notable 
gains were made by Minn. M & M 
at 2%, Admiral at 1%, Philco at 
1% and General Dy. at 1%. The 
long range outlook is bright. A rally 
sometime in the spring is expected; 
however, a prolonged period of 
“undramatic” trading is anticipated 
before any great upsurge. 
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IF IT’S MORE CUSTOMERS YOU 
WANT for room air conditioners, Chrysler has the 
line, the advertising, and the price to bring them trooping 
in. How can we be so positive? Just look at last year! Can 
you think of any other room unit manufacturer whose sales 
went up 289%? Want more proof your future lies with 
Chrysler? Send for the booklet, ‘‘It will pay you to take a 
long look ahead . . . with Chrysler Airtemp.” 


Own a Dodge Dart for a Dollar! Your Chrysler 
Air Conditioner Distributor has the details! 





HRYS LER 


AIRTEMP 


» 
»> 


Airtemp Division, Chrysler Corporation, Dept. P-20D, Dayton 1, Ohio 








DISTRIBUTOR NEWS 


Eight Spanish students, all Mario 
Lanza fans, wanted some of the 
late Philadelphia tenor’s records— 
but couldn’t afford them. So they 
wrote the city’s Mayor Richardson 
Dilworth, who contacted distributor 
Raymond Rosen & Co. Result: The 
distributor got RCA to answer the 
request through its plant in Madrid. 


William H. Maier has been appoint- 
ed vice president and general man- 
ager of Standard Electronics, Inc., 
Buffalo, N. Y. The company is a 
distributor and wholesaler of radio, 
TV, industrial electronics, broad- 
casting, air conditioning, air puri- 
fying and hi-fi equipment. 


Admiral Sales Corp. is doubling its 
field merchandising staff to strength- 
en the company’s marketing opera- 
tions. New field merchandising 
specialists: John F. Geisel, Wallace 
M. Obermoeller, John F. Daly and 
William R. Kuzelka. 


GBC America Corp., New York, is 
setting up national distribution for 
its “subminiature,” two-speed tape 
recorder. After announcing the plan, 
company president Harry Lefkowitz 
added: “I am leaving for Milan, 
Italy ... to visit our factory which 
has a new battery operated tape re- 
corder that will shortly be intro- 
duced in America. 


Prescolite Manufacturing Corp.— 
Stan Heywood has been named na- 
tionu: marketing director for the 
Berkely, Calif., company. In his 
newly created post he will set up 
regional and national sales meet- 
tings with architectural and engi- 
neering groups as well as with dis- 
tributors and contractors. 


Raytheon Company’s distributor 
products division has three new dis- 
trict managers. The following men 
will direct sales of tubes and com- 
ponents to electronic parts distribu- 
tors in their areas: Edward J. Ku- 
kula, Detroit; Edward C. Mehm, 
Philadelphia; and Peu! B. Cunning- 
ham, Maryland, Virginia and Wash- 
ington, D. C. 





DISTRIBUTOR 
APPOINTMENTS 


GLASER-STEERS CORP.—Meyer 
and Ross, San Francisco; Floyd 
Yudelson, Los Angeles. 


JENSEN MANUFACTURING CO.— 
Wyborny Sales Co., Dallas. 


KIRSCH MUSIC CORP.—Robert 
Smith Co., Brookline, Mass.; 
James H. Podolny, Pittsburgh; 
Carmine A. Vignola Assoc., Jef- 
ferson City, Mo.; Ted J. Sharaf, 
Hollywood, Fla. 


ROBIN INDUSTRIES—Wayne Bei- 


tel Co., Detroit; Fred Wamble 
Sales Co., Montgomery, Ala.;: 
Bernard A. Cahn Co., San:Fran- 
cisco 
ADMIRAL CORP.—Dealer Appli- 
ances Inc., Norfolk, Va. 
WITTE IMPORT DISTRIBUTORS 
Telefix Nassau, Levittown, 
N. Y.; Radio Electric, Philadel- 
phia; Bercraft Corp., Chicago. 


ANDREA RADIO CORP.—Hynes 


Bros., Inc., Washington, D. C 
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ELECTRICAL MERCHANDISING WEEK 


HOW’S BUSINESS? Here’s the answer for 27 key markets which 


cover 18% of the U.S. buying public. Based on flash reports of dealer 


sales in the areas served by these utilities, the chart provides you with 
an authentic, timely index of retail sales. It's an ELECTRICAL MER. 
CHANDISING WEEK exclusive. 


December 1959 vs. December 1958-00 


Twelve Months 1959 vs. Twelve Months 1958-00 





IN THE EAST 





IN THE MIDWEST 





IN THE SOUTH 





IN THE SOUTHWEST 





IN THE WEST 





NATIONAL 





Dec. 


Electric Room Air 
Refrig- Electric Water Clothes _Dish- Condi- 

erators Freezers Rangers Heaters Washers Dryers Washers tioners Ke f 
United Illuminating Co. + 34 + 74 —- 5 —- 3 +13 +17 + 44+ 73 + 18 
+15 +15 —-9 —- 20 +4 +22 +23 + 49 4+ 8 
N. Y. State Elec. & Gas Corp. an we a, Meee See * -- 300 * 
ahs RR a ele a 2, ee ee * 251 » 
Jersey Central Power & Light + 5 +15 -—-4 + 4 +14 + 4 + 12+ 83 + 15 
- 2 > 4 2). Se SS + ' + 59 + 2 
New Jersey Power & Light Co. + 5 + 39 +14 +45 -—-1 ++ 6 -— 5s = oF — 25 
he Te ee ae + 23 +11 +414 +30 + 62 4+ 14 
Philadelphia Elec. Assoc. —- 20 + 1+9 — > Ae ae + 20 +1724 + 1 
iy, oe ee eS ee ae ee ee ee ee ee ee oe 
Pennsylvania Electric Co. 5 ae ee ee ae ee dt... cee, | Mette 
; TF et + oY - 6 48 ~— 2 - ia = — or 6 
West Penn Power Co. ae ee ee + 3 +4 - 5 + 7 + 100 + 3 
+ 13 + 6 + 8 + 8 +9 + 4 + 42 + 64 4+ 4 
Dayton Power & Light Co. —- 13 + 6 io ao ae ee + 28 + 200 —- 9 
— £5 Bae - Tee “te oa + 40 + 72 3 
Commonwealth Edison Co. ee a aa ae a) =a a ae 7 . 
“4 + 8 BF -t 5 . + 3 + 4] + 74 4 
Kansas Gas & Electric Co. — 2 = 2 See ee Dh Sa ae - £8 + @& 37 
eee 7 2 eee en (° + 10 6 18 
Kansas Power & Light Co. eS ee, Se ee ee ee a a 
be Ge ae Ea 7 aa, 7 12 a 2 oe 
Nebraska-lowa Elec. Council — So Sy see: ee Oe ae = 1 ae ee oe 
+ 30 + 7 +23 + 22 + 9 +13 +126 + 53 + 3 
Kentucky Utilities Co. +266 +142 +74 + 31 + 6 -—30 — 50 + 213 +561 
2 a ae, a. a Seneca Cie «eee ee 6 + 10 +4 6. oe 
Chattanooga Elec. Power Bd. - 2 - FF £2 + He Ke 7 +284 + 100 + 23 
+ 15 --T5 -+-32 + 18 0 + 6 +270 + 13 + 19 
Nashville Elec. Service +15+ 3 +2 + 3 ee eases ” 7 - 
Ae Oe eRe + 4 ° 2 zs * Ms 
Florida Power & Light Co. +44+19 +42 + 4 +20 —47 + 42 + 127 + 26 
+ 23 + 42 419 i ee 29 Te ae 
Florida Power Corp. eit = se ae + 7 Oo +42 + 36 + 172 — 26 
+ 29 + 37 +22 + 14 +15 +43) + 35 4 Le 
Tampa Electric Co. 17 + 7 +2 + 7 +2 +18 + 40 + 395 — 25 
+ 15 8 +9 Be Stes oS a Pe ee 5 0 
Dallas Power & Light Co. + 16 +104 -—-35 —- 71 —16 +13 10 + 737 + 5 
+ 27 + 40 + 1 i ne =e + 39 + 17 + 6 
Gulf States Utilities Co. ” * —-15 + 47 * +16 2 * * 
* * 4+ 9 £5 * 2:10 x x * 
El Paso Electric Co. = ie ks cee — 44 ee a + 41 + 208 — 27 
+ 3 + 27 +18 + 4 * + § + 22 —.-28 +4 
Southwestern Electric Power + 18 + 56 +48 +242 —-13 +14 + 31 + 265 — 4 
+ 5 + 30 +50 Os here A 6s oS 2 oe 
New Orleans Public Service + 41 + 8 —27 * +24 +30 + 6 — 77F + 4 
+ 31 + 13 +33 * +22 +81 + 38 10: +5 
Idaho Power Co. - a. ee | a, oe . sa g 
- 8 + 6 +7 +.7 4+ 7 8 : 3 : 
Pacific Gas & Electric Co. + 1 + 28 +16 + 16-2 —10 a i ae 0 
+ 23 + 52 +39 + 24 +14 +16 + 42 + 52 + 10 
Pacific Power & Light Co. a 2 ee ete =) So eae Sa — 12) =) 467-18 
+ 6 12 + 7 + § + 7 a] + 24 + 1 6 
Washington Water Power Co. ~ ee —-2e =e - — ee —ge ts + 13 + 300 — 68 
eae] Hn + 12 + 6 4 + 27 rs 12 
1959 vs. Dec. 1958 +10++10++3 + 1-5 —22 + 9 + 216 + 1 
12 mos. 1959 vs. 12 Mos. 1958 - 7 -+--90 -1S i Wee Oe Ae + 34 + l7 3 


*NOT AVAILABLE 
NO CHANGE 





Moves Into New Building 


Marco Sales, Inc., distributor of 
Carrier air conditioning equipment 
in the St. Louis area, has consoli- 
dated its offices, warehouse, parts, 
service and showrooms in a cen- 
trally located building. 

L. S. Schmucker was appointed 
sales manager of the Straus-Frank 
Co. Dallas Appliance Division. He 
will supervise sales in northeast 
and east Texas of the Gibson lines, 
York air conditioning and Colum- 
bia high-fidelity and 
lines 


stereophonic 


men: 





retary; 
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W. J. Lee, 


ASSOCIATION NEWS 


The San Francisco Bay 
Chapter of NARDA elected five new 
directors and re-elected four. 
Haight, Jack Dryfuss, 
Lee H. Searight, W. D. Saxe and 
Robert A. Levy. Re-elected: Wesley 
R. Lachman, 
Hagstrom and Charles Redlick. 


Earl Riley was elected president of 
the Electrical Appliance Dealers of 
officers are: 
president, George Christopher; sec- 


Mortimer; 


treasurer, 


Robert Altemus; directors, Barrett 
E. Connor, John E. Cooper Jr., 
Emanuel Freeman, Sol Gibstein, 
Harvey Hall, Robert Howe and H. 
H. Poole Jr. 


District 
New 


National Warm Air Heating and Air 
Conditioning Assn. elected eight new 
officers at its annual convention in 
Cleveland. Harry C. Gurney will 
head the trade group as president. 
Other officers are first vice presi- 
dent, Don Winegardner; second vice 
president, Harold P. Mueller Jr.; 
and secretary-treasurer, James M. 
Martin. 


Cart &. 


vice 
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Can You Sell Credit? 


Despite its wide acceptance, credit buying is still feared 
by many consumers. Here’s how you can sell them on its 


advantages 


The time buyer is the backbone 
of today’s appliance-TV market. 
Without credit, the greatest part of 
our market would vanish. Yet there 
are still people walking into our 
stores who must be sold on credit. 
They want to buy. They don’t have 
the cash. But they either do not 
know that easy credit is available 
or they are plain afraid of using it. 
In either case, if you can sell these 
people on using the monthly pay- 
ment system, the chances are you 
can also sell them merchandise. 


Credit must be sold the same way 
you sell any item on your floor— 
know the features that will appeal 
to the buyer and then hammer them 
home. The following appeals are 
most effective in talking credit to 
the average customer: 


e Credit is the most respectable 
thing in the world today. Every- 
body, including the customer’s 
closest friends and neighbors, uses 
credit in one form or another. 


e@ Credit lets the average man en- 
joy the use of the things he needs 
right now. Even if he doesn’t have 
the cash, there is no longer any 
need to postpone the enjoyment of 
a television set for years until he 
saves up the $200 or so required. 


e Time buying helps family bud- 
geting and actually saves money 
while doing so. For a fixed payment 
of say $7.00 every month (or $1.75 
a week), the entire family can en- 
joy an unlimited amount of enter- 
tainment via the magic screen of 
television. Compare this for your 
customer with the higher cost of 
taking a family of four out to the 
movies once a week (about $20.00 
a month or $5.00 a week). Point out 
that this kind of saving means that 
the set is paying for itself when 
bought on time. And remind your 
customer, that when payments are 
completed, the set is his free and 
clear to enjoy without further pay- 
ment as long as it lasts. 


e Emphasize that buying on time 
is an_ effortless, unembarrassing 
procedure today from start to fin- 
ish. Stress the fact that reputable 
institutions handle the financing, 
the applications are quickly proc- 
essed, down payments are as 
reasonable as necessary, monthly 
payments are tailored to individual 
requirements, and there are a host 
of special benefits from disaster in- 
surance to rebates for quicker set- 
tlement. 


e@ Appeal to the customer’s pride 
in himself. A good credit rating is 
a mark of distinction and it en- 
dures. It puts the average man in 
the same class with the businessman. 


—Once you’ve sold the hesitant 
customer on the use of credit, you'll 
find that credit is one of the great- 
est sales tools you possess when 
used in the following ways: 


e Talk big ticket prices in terms 
of so much a month, by familiariz- 
ing yourself 


with the various 


| The reason—every Dealer who has ever taken a oo 
Gibson trip, Havana, San Juan, etc., knows Hawaii ““/” Ga SS 
| by Jet in ’60 will represent another outstanding first 
in fun, first in new product presentation backed by 


monthly figures on the payment 
chart. Then, when a customer asks 
you the price on a refrigerator and 
you can answer, “It will cost you 
about $8.00 a month,” you are giv- 
ing him a figure that is easy to di- 
gest. How much better this sounds 
to the buyer’s ears than if you re- 
plied “$250.” 


e Selling up is easier with credit. 
Suppose a customer walks in look- 
ing for TV. You quote him on vari- 
ous sets and he finally settles on a 


14th in a series 
of weekiy Gibson 
messages to 

all appliance 
dealers 


model at $200. There’s not too much 
profit in that one for you so you 
sound him out on a higher priced 
set. He rebuffs you by declaring 
that he has set $200 as a limit—he 
won’t go higher because he can’t 
afford any more. You show him a 
deluxe $250 set anyway. His eyes 
brighten with interest at once and 
he hesitantly asks you the price. 
You tell him that it will cost him 
only 50 cents a week more than 
the standard model. This is a sum 
which is too trivial to faze him. He 
gives you the order for the higher 
priced set. 


e Take full advantage of a progres- 
sive add-on arrangement if your 
credit plan offers one. This feature 
which permits a customer in good 
standing to add a new major item 
on to his present account without 
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a down payment is the greatest pos- 
sible incentive to spur of the mo- 
ment purchases. Get behind it and 
use it. 


@ By all means use a store payment 
plan. When you accept the monthly 
payments at the store, your cus- 
tomers are being exposed to your 
wares for 24 or 36 times in monthly 
succession. 


e Finally, make sure that everyone 
passing by knows that credit is 
readily available. Display signs and 
banners stressing the easy availa- 
bility of credit on windows and 
throughout the store. They will 
bring in lots of people who ordi- 
narily might not venture through 
your doors. Banks and credit com- 
panies will be happy to provide you 
with eye-catching display material. 


FIRST 10 
HAWAII 
BY JET! 





9000 DEALERS WILL ATTEND THE GREATEST 


APPLIANCE CONVENTION EVER! 


— Li/g V7 = 


_ sound merchandising plans. 


This is no “package tour,” every detail is personally 
| worked out by the Gibson staff... and that staff is 
in constant convention attendance. Charles J. Gib- 
son, Jr., President, W. C. Conley, Sales Vice Presi- 
| dent, all product, advertising, service and finance 
managers—every Gibson department head and his 
assistants are on hand throughout the convention. 


Enjoy spectacular entertainment, Hawaiian Luaus, 
Tahitian Festivals ... a vacationland paradise dedi- 
cated to your pleasure. Plus, product training, 
advanced promotion techniques, sales and finance 
seminars at the fabulous Reef Hotel on Waikiki Beach! 


This is one trip you can’t afford to miss . . . Gibson, 





first with Jets to Hawaii, first with action at retail 


products and promotions. Reserve your seat on a 


| Pan Am Intercontinental 707 Jet now! See your. .<- 


Gibson Distributor. 


WANT To HEAD FOR Hawa;, BY FT IN Gy, 


get going... get 





Libson 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 
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. 100% 
THE FIRST! AMERICAN } HERE NOW! 
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Sells better because it sounds better! 





Greatest power...richest 
tone...finest quality ever 
in a radio this small 


yet it’s only 


S gy 





More Quality Features, 
Greater Dependability! 


® 7 transistors plus 2 diodes. 
e Largest super Alnico V speaker magnet. 


e All-American made! No inferior or difficult-to-replace 
foreign parts. 


e 300% more sensitivity. Plays on trains, planes, boats, 
anywhere! 


© Low cost operation on a single, long-life battery. 
® Magnified station dial. 
e Precision vernier tuning. 
© Swing-away easel stand. 
Model e Earphone jack. 


Y2061 ® Rich unbreakable case. In black, white, green or beige— 
si all with golden trim. 
Actual Size! e 90-Day Parts warranty. 


@ 5-Year Written Warranty on quality etched circuit board. 
@ Available with deluxe gift package. 


Get ready for the Admiral Avalanche of national magazine ads and big newspaper ads in every major 
market. All backing this great All-American vest pocket radio. Call your Admiral distributor now! 


MARK OF QUALITY THROUGHOUT THE WORLD 


DMIRAL 


Admiral. Sold in 106 countries .,.Mfd. in U.S.A., Argentina, Australia, Brazil, Canada, Chile, Italy, Mexico, Philippines, Spain, Uruguay. Admiral Corp., Chicago 47, Ill; and Port Credit, Canada | 





